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When costs must be cut—and sales must 
be made can you afford to overlook so powerful a sales aid as 


BUSS SUPER-LAG &feNnewaste FUSES 


The fuses designed to cut costs by preventing many 
needless shutdowns due to harmless overloads 


BUSSMANN MFG. CO., St. Louis, Mo. (A Division of the McGraw Electric Company) 








NOW’S THE TIME TO PLUG THESE POPULAR 


STRIKES 
-CHIMES 


Healthy Holiday Trend 
developing toward Sessions 
tight-priced numbers 


Trade scouts report fast-growing interest 
in popular-priced electric chime and 
strike clocks. Shrewd retailers already 
know it. They are stocking for the surely 
indicated holiday swing toward these 
types. 


Folks are beginning to realize that 
strikes and chimes at low prices are 
available. They want them. 


But they must be foolproof in operation, 
They must be styled right, especially in 
cabinet work. They must be low in price. 
And they must carry a name that in- 
spires confidence, 


Sessions, long famous for popular priced 
strike and chime clocks, are ready for 
the popular swing. Look over these illus- 
trated models. See what you get for 
the money! 


DOUBLE-TONE STRIKE 


6 


See this El Bernice model, with 2-rod_ strike, 
selected hand rubbed mahogany or walnut 
finish cabinet with handsome popular inlay 
panels. 214 inches long. One of the most 
sensational buys in clockdom, 


There are Sessions striking clocks of all 
kinds and styles, to retail at $16.50 to 
$22. Sessions two-tone striking clocks at 
$16.50. And the Sessions Wonder Clock 
with full Westminster Chimes (16 notes), 
at $28.50 and up. Non-striking clocks as 
low as $6.25 retail. 


Plenty of styles. No “hunch numbers”. 
Every model styled to popular taste, 


SESSIONS WESTMINSTER 


CHIMES 28° 


The Wonder Clock of Sessions with quarter- 
hour self-correcting foolproof Westminster 
Chimes. 16 notes on the hour, 8 on the half, 
# on the quarter. This is No. 20A_ with 
selected mahogany inlay case, quick-legible 
numerals and full Sessions quality through- 
out. Other models in mahogany and walnut. 
They are the only synchronous Westminster 
Chime clocks without clutch, retaining spring, 
or electric chime contacts. 21% inches long. 


many with cabinets of genuine mahogany 
or walnut. 


Now is the time for the Jobber’s Sales- 
man to plug these Sessions Strikes and 
Chimes. It’s a tip based on reliable scout 
reports. The Sessions Clock Company at 
Forestville, Connecticut. Also New York 
(Woolworth Bldg.), Chicago (5 N. Wa- 
bash Ave.), and San Francisco (S. J. 
Hammond & Co., 150 Post Street), 


SESSIONS Evee'"’ CLOCKS 


TRIPLE-TONE CHIMES 


wn hee 


Genuine Sessions ‘Chapel Chime” clocks, with 
hour and half-hour 3-rod chimes. Genuine 
hand rubbed walnut or mahogany cabinet 
with popular inlay design. All Sessions chime 
clocks have auxiliary motor to operate 
chimes, doing away with clutches, retaining 
springs and electric contacts and cutting 
after-sale servicing. 21% inches long. 
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Our New Market Report 


NEW form of market 
L% report is now being 
mailed to all wholesalers. 
On this form the various 
commodities handled by elec- 
trical wholesalers have been 
re-grouped, This new group- 
ing follows as closely as pos- 
sible the classifications used 
by the Department of Com- 
merce and by the various 
commodity committees of 
the N.E.M.A. 


While our monthly market 
report has in the past divided 
the country into only three 
zones, we will hereafter 
break down this report into 
nine zones. 


This new form which will 
first appear in our January 
issue will, we believe, mate- 
rially increase the value of 
this page to our readers. 


Case Studies to be Continued 


Although the usual Case 
Study has been omitted from 
this issue to make room for 
the complete text of the 
Trade Practice Rules, our 
Case Studies will be contin- 
ued as a regular feature 
during 1932. 


D. G. PILKINGTON 
General Manager 


en 


New York: 


GLENN W. SUTTON 
Eastern Manager 
330 W. 42d St. 
Telephone M Edallion 3-0700 


eco 


Cleveland: 


GEO. E, POMEROY 
Manager 
Rockefeller Bldg. 
Telephone Cherry 2440 
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4 THE JOBBER’SA)SALESMAN 


FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 
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THE FINEST HEATING PAD 


Makes The Finest Christmas Present 











THREE HEAT CONTROL 
THAT IS POSITIVE 





Four automatic heat controlled thermostats, 
(most three-heat pads have two) and a separate 
circuit for each temperature, a feature fully 
protected by patents, that removes all possi- 
bility of overheating. 








Always a welcome pres- 


UNIVERSAL DeLuxe Heating Pads ent in the sick room. 
Prescribed by doctors 


are covered with eiderdown of pastel 
the year round. 


shade, either grey, pink, azure or 

lavender, with cord to match. Heat 

control switch adjusts at fingers’ 

touch. Each pad packed in all eighty senmenmmed 
for rheumatism, neuri- 

metal box .. . the safest, most beau- .. ih tia, etteile, avondale 

tiful, most conventient of heating Seca? and the common cold. 


pads. 


$ 95 This pad with positive 
control is being de- 
manded where safety 


must be absolute and 
unquestioned. 











THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY AND CLARK 


NEW BRITAIN CONNECTICUT 
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pecialty Distribution and 


“Electrical Wholesaling” 


EXT month THE JopBer’s SALESMAN becomes 

ELECTRICAL WHOLESALING and will expand its 

activities to include the field of specialty dis- 
tribution. 


This expansion of our services and the adoption of a 
name which better indicates the scope of our activities 
marks, we believe, a definite milestone in the progress of 
electrical distribution. 


When appliances and radio were first introduced, 
manufacturers sought distribution through existing chan- 
nels and the electrical wholesaler was their logical choice. 
As the number of manufacturers increased and as these 
manufacturers constantly sought the increased volume 
necessary to maintain their factories on a mass. produc- 
tion basis, the electrical supply wholesaler became less 
and less a factor in the distribution of these specialties. 
He was not set up to do the intensive, specialized selling 
job which the manufacturers required. 


As a result manufacturers sought to create new chan- 
nels of distribution. As list prices were high and 
discounts long, many manufacturers opened their own 
sales branches from which crews operated, selling direct 
to the consumer. Other manufacturers established ex- 
clusive distributors who operated along similar lines. 


The time eventually came, however, when it was no 
longer possible to maintain list prices at the high level 
required to support this expensive, although effective 
method of distribution. To maintain sales volume dras- 
tic reductions in selling prices became necessary. As a 
result radio sets, washing machines and other specialties 
are today selling for about one-third of their former 
prices. Even refrigerator prices are now showing a 
downward trend. 


Because of this situation the specialty distributor 
who has so successfully pioneered the marketing of 
radio, refrigeration and other major specialties, finds 
the margin of profit existing today no longer sufficient 
to support a force of specialty salesmen handling but a 
single product. It is expensive to locate, develop and 
close a new prospect on every sale. Therefore, we find 


that many of these distributors have already taken on 
other products which can be sold to their present cus- 
tomers, lines whose peak seasons do not overlap. And 
those specialty distributors who have not already taken 
on additional lines are giving them serious consideration. 


These specialty distributors comprise a large and 
established branch of the electrical industry. At the 
beginning of 1931 there were 900 radio wholesalers 
alone and refrigerator distributors will sell close to a 
million units this year. From whence have come these 
distributors? In most cases from other branches of the 
electrical industry. They are electrically trained and, 
therefore, electrically minded. They are a very definite 
part of the industry today. 


Hence, THE JoBBER’s SALESMAN, believing that this 
important, established and growing branch of the elec- 
trical industry should be served editorially, announces 
the expansion of its service to cover this field. 


OES this mean that the electrical wholesaler is to be 

no factor in the distribution of electrical special- 
ties? We believe not. It does mean, however, that to be 
a factor in this field the electrical wholesaler must com- 
pete successfully with these newer specialty distributors. 


The electrical wholesaler today has a better oppor- 
tunity than ever before to become a factor in the dis- 
tribution of appliances, radio, refrigeration and other 
specialties, but to do so he must practice specialization, 
as advocated in THE JOBBER’S SALESMAN Plan. 


In expanding our editorial service to cover this field 
we shall do all in our power to emphasize the impor- 
tance of specialization on appliances by the electrical 
wholesaler and to point out ways of accomplishing this. 
At the same time we shall in no way diminish our serv- 
ice in the field of electrical supplies. 


Thus our new activities should enhance our value to 
the electrical wholesaler, who is today a potential dis- 
tributor of specialties, and at the same time enable us to 
render a needed service to an already established group 
of the industry, the specialty distributor. 
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Inspector George O’Neil 


Guardian of Quality in 
Anaconda Rubber-Covered Wire 


 piageeea is a qualified 
inspector. Alert and 
uncompromising, he patrols 
Anaconda’s battery of 
“spark machines” which 
automatically detect the 
slightest flaw in the rubber 
insulation. Every foot of 
Anaconda Rubber-Covered 
Wire must withstand this 
and other tests for quality. 
George is one of many 
guardians of quality in 
Anaconda mills. You profit 3 
when we employ men of this AN \CONDA these six that you can use every 
calibre... and we profit, too. a day in your work— 
et hana Rubber Covered Wire « ABC Armored 
Cable «+ Flexible Steel Conduit « Dura- 


duct Loom « Durax Sheathed Cable 
Flexible Cords. 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 


The complete line of 
81 Anaconda Wire and 
{\ Cable products includes 


















She Jobbers Salesman 


The magazine of the wholesale electrical distributor and his salesmen 

















- “Economize and Specialize” 


is SLOGAN at 
CINCINNATI 


Fall Convention of N.E.W.A. stresses 
need for strict economy in operation 
and for intensive selling through spe- 
cialization. Wholesalers urged to take 
initiative in securing local utility coop- 
eration. Potential markets for electric 
tools and refrigeration discussed. In- 
crease reported in number of local 
wholesaler associations 


OW wholesalers can adjust themselves to 
H present business conditions by intensive, spe- 
cialized selling, by the institution of operating 
economies and by cooperation with other branches of 
the electrical industry were the leading topics discussed 
at the Fall Convention of the National Electrical Whole- 
salers Association at the Netherland-Plaza Hotel, Cin- 
cinnati, November 9 to 12. 
The outstanding event of 
the convention was a play- 
let, “Back to Profit,” given 
by the operating committee 
under the direction of Wal- 
ter J. Drury, chairman. The 
play was a most realistic 
presentation of the trials, 
troubles and tribulations of 
“The Volume Electric Co.” 
and undoubtedly gave many 
of the manufacturers who 
were present a new concep- 
tion of the wholesaler’s 
problems and of the serv- 
ices which he performs for 
the manufacturer. 
The address by W. C. 


Allen, sales manager, the 
DECEMBER, 1931 
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The Cast of “Back to Profit” 
Executives of “The Volume Electric Co.”: 
Calahan, sales manager; Walter Williamson, the 
“Boss”; Bill Kranzer, credit manager, and Welty 

Ramsburgh, service manager. 


Black and Decker Mfg. Co., on “Opportunities for the 
Electrical Wholesaler in the Sale of Electrical Tools,” 
was of unusual interest. Mr. Allen reported the results 
of a survey made by his company in Baltimore which 
indicated a potential replacement market for the sale of 
tools to electrical contractors in excess of one million 
dollars a year. 

The Refrigeration Committee presented a very com- 
prehensive report covering all phases of the distribution 
of electrical refrigerators. After citing the tremendous 
growth of the refrigeration industry, this report dis- 
cussed the various types of distribution agencies and 
the problems of the refrigerator distributor. This report 
will be published in detail in our January issue. 

The Apparatus Committee in its report emphasized 
that wholesalers should maintain a trained personnel if 
they would aggressively promote the sale of this class 
of merchandise. It was pointed out that present sched- 
"les covering the sale of motors to manufacturers 
provide a differential for 
the wholesaler so that he is 
now in a position to actively 
solicit this business. 

Fred S. Baldwin, in pre- 
senting the report of the 
Inside Construction Materi- 
als Committee, advised that 
his committee had met with 
\ssociation manufacturers 
of wiring devices and com- 
plained to them that their 
frequent changes in price 
schedules placed a serious 
clerical burden on whole- 
salers. As a result the 
manufacturers have agreed 
Harry to issue price changes less 
frequently and in no case 
oftener than once a month. 
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W. J. DRURY 
Chairman, Operating 
Committee 


H. J. BAITINGER 
Chairman, Apparatus 
Committee 


F. S. BALDWIN 
Chairman, Inside Con- 
struction Materials 


F. M. BERNARDIN 
Chairman, Lamp 
Committee 


H. M. MOOCK 
Chairman, Lighting 
Committee 


Committee 











This committee now has under discussion with fuse 
manufacturers the placing of renewable fuses on a non- 
contract basis. In the discussion of this report it was 
brought out that there is a great need for simplification 
of the price schedules in general use by the industry, 
also that the adoption of single step schedules would 
eliminate the evil of wholesalers allowing their customers 
to place blanket orders which are drawn against as 
material is needed. It was 
reported that the adoption of 
manufacturers’ resale sheets 
by wholesalers is becoming 
more general. 

The Outside Construction 
Material Committee, M. L. 
Spaulding, chairman, urged 
the development of this class 
of business by (1) pushing 
the sale of current consuming 
devices to increase the de- 
mands on existing distribution 
lines, (2) working for the 
extension of utility lines to 
sparsely settled districts and 
(3) pushing the sale of 
stronger and lighter poles 
which permit of longer spans. 
To successfully handle pole 
line hardware, the committee 
emphasized that the wholesaler 
must carry adequate stocks and be a specialist on this line. 

The Lamp Committee, F. M. Bernardin, chairman, 
recommended local action on the part of individual 
wholesalers to promote the sale of proper voltage lamps 
in each territory. In the discussion following this report 
it was decided to poll the Association members for their 
attitude on the substitution of two or three agency con- 
tracts for the present one year contracts. 

The Household Appliance Committee, J. W. Coghlin, 
chairman, recommended the Association adopt resolu- 
tions endorsing the statement of Merchandising Pro- 
cedure as approved by the N.E.L.A. and also endorsing 
the recommendations recently adopted by the Associa- 
tion of Electragists on Utility Merchandising Practices. 
The committee’s report emphasized that utilities should 
merchandise only on such a basis as allows wholesalers 
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B. W. CLARK 


Chairman, Executive Committee 


and dealers to sell electrical merchandise at a profit. The 
report stated that central stations do not realize the 
functions and services performed by the wholesaler and 
recommended that individual wholesalers discuss their 
functions and services and the cost of rendering these 
services with both their manufacturers and their utilities. 
The meetings of the Free Lance Group, presided over 
by H. J. Baitinger, chairman, were devoted to a discus- 
sion of local wholesaler associations and 
reports were given of the activities of 
local groups in New York, Syracuse, 
New Orleans, Seattle and other cities. 
The need for a central clearing house 
for these local associations was dis- 
cussed and this subject will be consid- 
ered further at Hot Springs next spring. 
In his opening address B. W. Clark, 
chairman of the Executive Committee, 
discussed adjustments necessary to 
enable wholesalers to meet present con- 

ditions. 


B. W. Clark’s Address 


“There is plenty of courage to be 
drawn from the experience of the past, 
which proves that the comeback of busi- 
ness is as sure as its recession—but 
there is also proof that the return is 
arduous and is to be accomplished by 
the well-known ‘sweat of your brow’. 

“Everything considered, the electrical wholesaling 
business has fared better than most. As nearly as I can 
figure it we are now running about 35% off from that 
of the good old days of 1929. That’s a lot in a business 
that is run on as narrow a margin as ours has been, but 
it could have been worse. 

“But now you must consider the road back—the 
opportunities for a new foothold—the need to tighten 
your belt. Better times will come, but it is our responsi- 
bility to adjust our business and our practices so that 
we can carry our load and at the same time do our share 
to hasten the return. 

“What are the main problems that must be grappled 
with? 

“In the first position I would place our operating 
conditions—the need for a thor- (Turn to page 34) 
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A Sales Plan 


FOR THE CONTRACTOR 











N a 24 page booklet the Arrow-Hart & Hegeman 

Electric Co. explains a practical plan which should 

interest every wholesaler’s salesman who calls on 
electrical contractors. This booklet outlines a simple, 
defi.ite plan by which the contractor can secure wiring 
business from former customers. 

The plan is built around the fact that wiring devices 
are “the show parts of the wiring job;” that their con- 
venience and desirability can be readily sold because 
they are the only part of a wiring installation which the 
consumer sees and uses. 

Five requisites of a successful contractor are first dis- 
cussed. These are (1) the employment of skilled artisans, 
(2) the installation and use of a sound cost accounting 
system, (3) a thorough understanding of credits, (4) the 
intelligent purchasing of both labor and materials with 
emphasis on the economy of using only quality materials 
and (5), most important of all, salesmanship. 

To equip the contractor to sell complete wiring jobs, 
a portable display board has been designed which con- 
tains the following wiring de- 
vices, all equipped with bakelite 
plates: duplex receptacle, radio 
receptacle, tumbler switch, re- 
ceptacle and bull’s eye, switch 
and bull’s eye, and switch and 
receptacle. 

An eight page booklet called 
“The Show Part of the Wiring 
Job,” which the contractor can 
place in the hands of his pros- 
pects, describes various single 
gang combinations together with 
outlets for fans, clocks, radio 
and other special uses. 

“The Heart of the Plan” is 
a definite suggestion for mak- 
ing sales contacts. This can 
best be described by quoting 
from the plan book itself. “If 
you are in the position of many 
contractors during this depres- 
sion it has been necessary for 
you to lay off some of your 
good men. Instead of laying 
them off, use them to produce 
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The development by the manufacturer of definite plans to 

aid the salesmen of his wholesalers in the sale of his product 

is one of the major points in THE JOBBER’S SALESMAN 

Plan. This is the second of a series of articles describing new 
sales plans of manufacturers 





The Plan Book 











business for you. Carefully analyze your list of cus- 
tomers and former customers, divide them into prospect 
lists for each of your more intelligent men. Equip these 
men with display boards and the booklet, ‘The Show 
Part of the Wiring Job.’ Instruct them in the simple 
fundamentals of courteous, suggestive selling. Give 
them prices to quote on the devices listed completely 
installed, and send them out to sell on a straight com- 
mission basis. You probably know a number of your 
customers, at least in a business way, personally. It 
would be well to precede most of the calls of your men 
by a telephone call. Tell your former customer that you 
are sending one of your best qualified electricians out 
to see them, as free of charge you would like to have 
them inspect the wiring you did a number of years ago, 
relative to its efficiency and its safety, and perhaps this 
expert of yours can make some suggestions to improve 
the appearance and the convenience of the wiring job, 
and bring it up to date with the other improvements 
they probably have made in their home.” 

Three floor plans come next 
in the book ; basement, first and 
second floor. All outlets are 
located on these plans and there 
is also a list of the wiring de- 
vices required in each room for 
a complete electrical installation. 

Two pages are devoted to ap- 
pliance accessories for which 
every home is a prospect. These 
include heater plugs, heater cord 
sets, and two-way sockets. 

Before announcing the plan 
many thorough trials of this 
method were made. Increased 
sales were secured both from 
new construction and from jobs 
wired a number of years ago. 

By following this practical 
plan every electrical contractor 
should be able to earn profits 
for himself, give needed em- 
ployment to his men, increase 
his purchases from his whole- 
saler and render a real service 
to his customers. 
























1. Misleading Statements—RESOLVED, 
that the making, causing or permitting 
to be made, or publishing of any false, 
misleading or deceptive statement in 
advertising, labeling, branding, or other- 
wise, concerning the quality, quantity, 
character, nature, origin or manufacture 
of any electrical supplies is an unfair 
method of competition. 


2. Interference with Competitor’s Business 
—RESOLVED, that the wilful interfer- 
ence by any person, firm, corporation or 
association, by any means or device 
whatever, with an existing order be- 
tween a seller and a purchaser of_electri- 
cal supplies, for the purpose of injuring 
the business of a competitor, is an unfair 
method of competition. 


3. Defamatory Statements Regarding Com- 
petitor—RESOLVED, that the making 
of any false or defamatory statements 
concerning the solvency, integrity, busi- 
ness or methods of a competitor, with 
the purpose of injuring such competi- 
tor’s business, is an unfair method of 
competition. 


4. Sales Below Cost—RESOLVED, that 
the selling of electrical supplies below 
seller’s own cost for the purpose of 
injuring competitors or with the effect 
of lessening competition or restraining 
trade is an unfair method of competition. 


5. Price Discrimination — RESOLVED, 
that it is an unfair method of competi- 
tion for any person engaged in the dis- 
tribution of electrical supplies, in the 
course of such distribution, either di- 
rectly or indirectly to discriminate in 
price between different purchasers of 
commodities, where the effect of such 
discrimination may be substantially to 
lessen competition or tend to create a 
monopoly: 


PROVIDED, That nothing herein 
contained shall prevent discrimination in 
price between purchasers of the same 
class on account of differences in the 
grade, quality, or quantity of the com- 
modity sold, or that makes only due 
allowance for difference in the cost of 
selling or transportation, or discrimina- 
tion in price in the same or different 
communities made in good faith to meet 
competition: And provided further, That 
nothing herein contained shall prevent 
persons engaged in the manufacture or 
distribution of electrical supplies from 
selecting their own customers in bona 
fide transactions and not in restraint of 
trade. 


6. Gratuities Without Knowledge of Em- 
ployer—RESOLVED, that the giving or 
offering to give, either directly or in- 
directly, of money or any other gratuity 
to agents, employees or representatives 
of customers or prospective customers, 
or to agents, employees or representa- 
tives of competitors’ customers or pros- 
pective customers, without the knowl- 
edge or consent of their employers or 
principals, as an inducement to cause 
their employers or principals to pur- 
chase or contract to purchase electrical 
supplies from the person making or 
offering any such gift or gratuity, or to 
influence such employers or principals 
to refrain from dealing or contracting 
to deal with competitors, is an unfair 
method of competition. 


7. Commercial Bribery — RESOLVED, 
that commercial bribery, whatever its 
form and wherever and whenever given, 


10 


@he Lrade Practice 


At the Federal Trade Practice © 5). 
ference held November 11 at jp. 
cinnati, 33 resolutions were adopted 
covering unfair trade practices jn 
the electrical wholesaling industry. 
Col. Charles H. March of the Fed. 


eral Trade Commission presided, 


is contrary to the interest of the public, 
and is an unfair method of competition. 


8. Secret Rebates—RESOLVED, that the 
giving or offering of secret rebates, re- 
funds, credits, unearned discounts or 
special concessions in any form what- 
ever, as a means of effecting price dis- 
criminations, or the extension to certain 
preferred customers of special services 
or privileges not extended to all cus- 
tomers under like terms and conditions, 
with the purpose and intent of injuring 
competitors, and where the effect may 
be to substantially lessen competition, 
or tend to create monopoly, or unduly 
to restrain trade, is an unfair method of 
competition. 








These resolutions as adopted by the 
conference, will be passed upon by 
the Federal Trade Commission and 
divided into two groups. Group I will 
include practices which are prohibited 
by law while the resolutions in Group 
II will be merely the expression of 
the industry on subjects which do not 
involve any violation of the law. 
Copies of these resolutions as finally 
approved by the commission will be 
sent to all members of the industry 
and will become effective when signed 
by a sufficient number of members. 
The Federal Trade Commission will 
then investigate any reported viola- 
tions and if the accused are found 
guilty, a cease and desist order will 
be issued to them by the commission. 








9. Public Safety—RESOLVED, that we 
condemn, as an unfair practice, the 
manufacture and sale of any electrical 
supplies not complying with the statutes 
and ordinances of the state and city or 
other municipality in which the particu- 
lar article is sold or to be used. 


10. Unlabeled Products, Substitution — 
Identifying Marks — RESOLVED, that 
since the shipment of unlabeled products 
of the industry makes possible the easy 
substitution of merchandise of lower 
quality for that of higher quality, par- 
ticularly such material as is removed 
from the original factory container, the 
industry hereby records its approval of 
the labeling or identifying, in accord- 
ance with accepted standards of the 
industry, of all products of the industry 
in such manner as to establish the grade, 
quality and quantity of the product as a 
means of preventing unfair competition 
and deception of the purchasing public; 
and we condemn, as an unfair practice, 
the distribution and sale of any electri- 
cal supplies from which the name plate, 
serial number or other identifying mark 
of the manufacturer has been effaced or 
removed. 


11. Ambiguous Contracts—RESOLVED, 
that the wilful making of contracts 
and/or quotations which fail adequately 
to cover quantity specifications, time and 
place of delivery, price and other pro- 











visions necessary to form complete and 
unambiguous contracts, induces fraud 
and breach of contract, and often results 
in price discrimination. 


12. Repudiation of Contract —RE- 
SOLVED, that the intentional failure to 
fill orders or contracts, or the deliberate 
repudiation of contracts, except for un- 
avoidable causes, is condemned as an 
unfair method of competition. 


13. Individual Cost System — RE- 
SOLVED, that, in the interest of effi- 
ciency and economy, each individual, 
firm or corporation in the electrical 
wholesale industry should adopt a uni- 
form cost accounting system, so that 
each may accurately determine his or its 
own cost of doing business, to the end 
that intelligent and fair competition may 
be promoted in the industry. 


14. Price Publicity — RESOLVED, that 
we approve of the practice of each per- 
son, firm or corporation in the trade, 
acting independently, giving widest pub- 
licity to his or its own individual prices, 
and prompt notice of all advances, de- 
clines or other changes in such prices. 


15. Published Transportation Charges— 
RESOLVED, that since transportation 
charges necessarily are reflected in 
prices, the failure of the seller to require 
purchasers in each instance to pay his 
published charges for transportation re- 
sults in an unfair discrimination in favor 
of certain selected customers and against 
customers generally. 


16. Costs of Transportation and Trucking 
—RESOLVED, that, since transporta- 
tion and trucking charges are necessary 
items of cost, the distributor, in order 
to avoid unfair price discrimination 
among customers and also unfair com- 
petition through selling below cost, with 
the purpose or effect of injuring com- 
petitors, should not allow transportation 
and trucking charges on merchandise, 
sold on f.o.b. factory basis, or if sold on 
a delivered basis (charges to be paid by 
the consignee), should not make an 
allowance on account of such charges in 
excess of the actual amount thereof, pro- 
vided that this resolution does not apply 
to the payment of trucking costs within 
free delivery zones. 


17. Arbitration—RESOLVED, that we 
express our approval and endorsement 
of the settlement of commercial disputes 
by arbitration rather than litigation, 
thereby promoting economy through the 
elimination of the expense and long de- 
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assisted by M. Martin Flannery, 

director of Trade Practice Confer- 

ences. Harry Byrne, president, 

North Coast Electric Co., Seattle, 

was elected secretary of the con- 
ference 
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lavs involved in the prosecution of law- 


suits. 


18. Enticing Competitor’s Employees — 
False Statements Regarding Competitor— 
Espionage—RESOLVED, that we con- 
demn the following unfair trade prac- 


tices: 


1. Interference with, and injury to, 
a competitor’s business through entic- 
ing employees from his employment. 

The making or causing to be made 
or published of any false or deceptive 
statement concerning the business poli- 


cies of a competitor. 


3. Securing information from a com- 
petitor by making false or misleading 
statements or misrepresentations, or by 


any method of espionage. 


19. Split Shipments—RESOLVED, that 
the practice of accepting orders in large 
quantities for shipment in small quanti- 
ties, at prices which do not provide for 


increased cost of distribution 


small quantities, tends to result in un- 
fair price discrimination between 
tomers in that it gives quantity prices 


on small deliveries to certain 
customers. 


20. Withdrawn. 


21. Certain Gratuities — RESOLVED, 
that we condemn the giving of gratui- 
ties of any kind for the purpose of in- 
fluencing sales where the effect is to 
lessen competition or restrain trade, in- 
cluding the following unfair and 


economic practices: 


(a) Direct or indirect lavish, exces- 
sive or prearranged entertainment; 


(b) Excessive personal gifts; 


(c) Allowing unearned discounts to 
certain customers which are not allowed 
to all customers; the paying or refund- 
ing to certain purchasers interest on 
borrowed money unless allowed to all 


customers; 


(d) Paying or refunding to certain 
purchasers interest on borrowed money 


unless allowed to all customers; 


(e) Paying specific advertising 


penses for certain purchasers 


offered to all purchasers under 


terms and conditions. 


(f) Invoicing a lesser quantity than 


the actual amount shipped; 
DECEMBER, 19381 


Resolutions 


It is the sense of this con- 
ference that, in order to avoid unfair 
price discrimination and unfair selling 
below cost, the distributor who accepts 
quantity orders and makes split ship- 
ments should make a _ differential 
price at least equal to his actual in- 
creased cost of distribution on each split 
shipment in fixing his own sales price. 


(g) Honoring collect telegraph and 
telephone calls unless to all and unless 
published as part of prices and terms. 


22. Quantity Price — RESOLVED, that 
in order to promote fair and open com- 
petition and avoid unfair price discrimi- 
nation, contracts for the sale of elec- 
trical supplies should call for delivery of 
definitely stated and described merchan- 
dise within a definite time, or for deliv- 
ery of the customer’s actual entire re- 





Harry Byrne, president, North 

Coast Electric Co., Seattle, who 

served as secretary of the 
Conference 


quirements for a definite time; and that 
a special quantity price should be appli- 
cable only to contracts thus described 
or to one order for a definite quantity 
of merchandise to be forwarded, at the 
option of the seller, in one shipment as 
expeditiously as possible, the prices in 
all cases to be determined independently 
by the individual seller. 


23. Contracts without Authorization— 
RESOLVED, that we condemn as an 
unfair method of competition the mak- 
ing of contracts without authorization 
and definite commitment by the parties 
to such contracts at the time such con- 
tracts are made. 


24. Individual Publication of Prices— 
RESOLVED, that we favor the publi- 
cation by each individual distributor of 
his own prices and terms with a view 
to eliminating price discrimination be- 
tween customers, excluding, however, 
discrimination in price on account of dif- 
ference in grade, quantity or quality, or 
which makes due allowance for differ- 
ence in the cost of selling and transpor- 
tation, or discrimination in price made 
in good faith to meet competition. 
Nothing in this rule shall be construed 
to prevent publication and use of spe- 
cial quantity prices applicable to defi- 
nite quantities of merchandise placed in 
one order and at the option of the 
shipper moved as one shipment. We 
recommend that changes in prices be 
published by the distributor with the 
distinct understanding that no distribu- 
tor is obliged to maintain his prices for 
any period, and that each distributor re- 
serves the right to change his own 
prices at will. 


25. Credit—RESOLVED, that the prac- 








tice of extending unreasonably long 
terms_of credit to certain favored cus- 
tomers not only weakens the credit 
structure of the industry, but is an un- 
fair discrimination in favor of such cus- 
tomers. We favor the principle of charg- 
ing a reasonable rate of interest on long 
overdue accounts, which would tend to 
improve credit conditions in the indus- 
try and make for sound economic 
conditions. 


26. Unwarranted Returns—RESOLVED, 
that the unwarranted return of merchan- 
dise creates waste and loss and increases 
the cost of doing business. We, there- 
fore, favor a fair and reasonable service 
charge in connection with the return of 
merchandise not due to error on the 
part of the shipper, such charge to be 
determined by each distributor for 
himself. 


27. False Invoices — RESOLVED, that 
the withholding from or inserting in the 
invoice statements which make the in- 
voice a false record, wholly or in part, 
of the transaction represented on the 
face thereof, is condemned by the 
industry. 


28. Unearned Cash Discounts — RE- 
SOLVED that, the variable practice of 
granting unearned cash discounts or 
granting to certain purchasers cash dis- 
counts which are not allowed to other 
purchasers of the same class where the 
effect is to substantially lessen compe- 
tition or unreasonably restrain trade or 
tend to create a monopoly, is an unfair 
trade practice. 


29. Consignments — RESOLVED, that 
the shipment of goods on consignment 
with the intent and with the effect of 
injuring a competitor, and where the 
effect may be to substantially lessen 
competition, or tend to create a mon- 
opoly, or to unreasonably restrain trade, 
is an unfair trade practice. 


30. Terms of Sale— RESOLVED, that 
the industry hereby records its approval 
of the practice of making the terms of 
sale a part of all published price sched- 
ules, and failure to enforce terms is con- 
demned by the industry. 


31. Reports—RESOLVED, that the in- 
dustry approves a system of reports 
from its members whereby, without re- 
vealing any of the details of the busi- 
ness of individual members, there may 
be compiled accurate statements of the 
amounts of electrical supplies actually 
used each year and other statistics use- 
ful to the industry and the industry 
condemns the willful publication of false 
or misleading statistics. 


32. Credit Information — RESOLVED, 
that the industry records its approval of 
the distribution among members of the 
industry of credit information. 


33. Permanent Conference — RE- 
SOLVED, that this trade _ practice 
conference, held under the auspices, and 
subject to the supervision, of the Fed- 
eral Trade Commission, be a continuing 
organization for the purpose of progres- 
sively eliminating unfair methods of 
competition and uneconomic trade prac- 
tices under Commission supervision; 
and be it 

FURTHER RESOLVED, that this 
conference create an Executive Com- 
mittee authorized to plan the action of 
the conference subject to the direction 
of the Committee and the Federal 
Trade Commission. 
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MEN YOU SHOULD KNOW 


C. R. Bach 


Manager, Fobes Supply Co. 


Portland, Ore. 


LECTRICAL wholesalers in 
kK the east, south, middle west, 

all over the entire United 
States will remember “Pete” Bach. 
There was a time when he called on 
you in every city of 25,000 or over 
in the country, and his travels took 
him into every state in the Union. 
Some of you may have wondered 
where he has been keeping himself 
in the later years. 

It was back in 1907 that “Pete” 
went with the Manhattan Electrical 
Supply Co. on what was supposed to 
be a temporary job. He stayed with 
them until 1926, almost twenty years, 
when the dry battery business was 
sold out. He went to work for Edgar 
Whitmore, that genial custodian of 
affairs of the Manhattan Electrical 
Supply Co., now retired. From 1907 
to 1915 Mr. Whitmore had “Pete” 
on the run constantly into every siz- 
able jobbing center from coast to 
coast and border to border. He and 
Red Seal batteries were synonymous 
and it would stagger the imagination 
to try to estimate the number of bat- 
teries he sold in that time. One of 
his customers with a mathematical 
mind figured that if all the dry cells 
he bought in one year were laid end 
to end, they would make a string 108 
miles in length. 

In 1915 “Pete” was sent to San 
Francisco to open the Manhattan 
West Coast branch and he remained 
in that position until 1926. When the 
dry battery business was sold, he quit 
his “temporary” job and went into 
business for himself, first purchas- 
ing Manhattan’s holdings in San 
Francisco, and then opening a manu- 
facturers’ agency. This business he 
sold in 1928, to become manager of 
the Fobes Supply Co.’s Portland, 
Oregon, house. 

“Pete” was born in Buffalo, New 
York, July 23, 1887. The next year 
his parents moved to New York City 
where he obtained his education, fin- 
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He Believes in 


ishing with a business 
course at Columbia Uni- 
versity. His first job 
was with the Brooklyn 
Edison Co. in 1906 as 
a salesman in the light 
and power department. 
He remained there only 
about one year, when 
he left to take up his 
work with Manhattan. 

While it will be seen 
that the activities of 
most of his business life 
have been in the manu- 
facturing end of the business, with 
Manhattan and in his manufacturer’s 
agency business, his contacts have 
been wholly with electrical, hardware 
and automotive wholesalers. Now 
that he is a wholesaler himself, he 
certainly should have the qualifica- 
tions for the type of position he is 
now holding. His intimate contact 
with the wholesaler and his prob- 
lems for the past 25 years consti- 
tutes an experience and background 
exceedingly valuable in the training 
and handling of salesmen. 

Any message that Mr. Bach has 
for the electrical wholesaler’s sales- 
man of today may be aptly summed 
up in his terse statement—“we must 
use compelling salesmanship.” This 
goes not only for the salesman, 
but for the house as well. According 
to him, specialization is the salvation 
of the electrical wholesaler under 
present conditions and_ tendencies. 
The wholesaler is no longer a “con- 
venience outlet,” supplying a demand. 
To survive today, he is obliged to 
specialize and employ compelling 
methods to become a real factor in 
the movement of merchandise. 

“Today the wholesaler’s salesman 
must go farther than the contractor,” 
Mr. Bach says; “he must sell major 
appliances to dealers, and train these 
dealers to become real electrical ap- 
pliance merchants. 


Compelling Salesmanship 


“The wholesaler’s salesman is the logical 
and practical go-between from the manu- 
facturer to the dealer,” says Mr. Bach. 
“Major appliances represent a tremendous 
dollar and cents volume annually and the 
electrical wholesaler should exercise every 
effort to keep this business from drifting 
into other channels. The wholesaler is no 
longer a ‘convenience outlet’ supplying a 
demand. To survive today he must use 
compelling salesmanship” 


“The wholesaler’s salesman is the 
logical and practical go-between from 
the manufacturer to the dealers, and 
as these major appliances represent 
a tremendous dollar and cents vol- 
ume annually, the electrical whole- 
saler and dealer should exercise every 
care to see to it that this business 
does not drift into other channels.” 


O the hundreds of old time 

friends of “Pete” Bach the writer 
would say that he is happy and sit- 
ting pretty. He has a fine position 
with a big company, and a beautiful 
home in “The City of Homes.” He 
hasn’t lost a bit of his old Red Seal 
ginger and enjoys work as much as 
ever. He takes his vacations in the 
fall and goes up into British Colum- 
bia or Alaska, knocks over a grizzly 
or two and comes back refreshed to 
plunge again into his sales plans. 
Also, he gets quite a kick out of a 
manufacturing business which he and 
two others conduct on the side—man- 
ufacturing toy airplanes that will 
really fly a thousand feet. 








This is Number 139 in 
Our Series of Prominent 


Wholesalers. 
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A Marketing Conference? Some Chicago Manufacturers 
Martin J. Wolf, Marketing Adviser, . 4 Frank J. Louden, Burgess Battery 
Chicago; L. L. Hirsch, Electrical Co., Chicago; G. C. Breidert, Ig 
Supply Co., New Orleans; C. Hax Electric Ventilating Co., Chicago; 
McCullough, W. T. McCullough 


Robert J. Koehn, Burgess Battery 
Electric Co., Pittsburgh; M. B. Co., Chicago; P. D. Briggs, Ig 
Austin, Chicago. Electric Ventilating Co., Chicago. 











Cincinnati, November 9 to 12 











A Group of New Yorkers 


\V. J. Jockers, Westinghouse Electric Supply Co.; Robert Beller, 
3eller Electric Supply Co., Newark; L. E. Latham, E. B. Latham 
& Co.; Walter Williamson, Westinghouse Electric Supply Co.; 
H. C. Calahan, General Electric Supply Co.; Wm. J. Kranzer, 
Crannel, Nugent & Kranzer. Standing: I. I. Jaffe, Silk City 
Electric Co.; Robert L. Simon, Metropolitan Electrical Distribu- 
tors; Walter J. Drury, Graybar Electric Co.; N. Gertler, Gertler 
Electric Co.; H. J. Baitinger, Baitinger Electric Supply Co.; 
Joseph Kurzon, Joseph Kurzon, Inc.; Wm. H. Vogel, Ostrander 
Electrical Supply Co.; McKew Parr, Parr Electric Co. 


, 


A Booster for the Louisiana Is Repre- 
Wholesaler sented 
I. A. Bennett, National Fr, B. Stern, Interstate 
Electric Products Corp., Electric Co., New Orleans. 
Pittsburgh. 
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They Came from 
Broadway 


Two Jerseyites 
I. I. Jaffe, Silk City 
Electric Supply Co.., 
Patterson; Robert 
Beller, Beller Elec- 
tric Supply Co.,, 

Newark. 





H. J. Baitinger, 
Baitinger Electric 
Co.; Alfred Byers, 
N.E.W.A.; Wm. H. 
Vogel, Ostrander 
Electrical Supply 
Co., all of New 
York City. 























From the Middle West 


H. E. Rasmussen, South 
Bend (Ind.) Electric Co.; 
R. C, Bennett, I. A. Ben- 
nett & Co., Chicago; F. 
W. Burmeister, Robbins & 
Myers, Inc., Springfield, 
Ohio; Paul Keller, South 
Bend (Ind.) Electric Co. 


Vv 


They Drove Up from 


Arkansas 


T. C. Treadway and T. C. 
Treadway, Jr., Treadway 
Electric Co., Little Rock. 


Vv 


Two Walters 





Walter S. Blue, Columbian 
Electrical Co., Kansas 
City; Walter Beringer, 
Plymouth Rubber Co., Delegate 
Canton, Mass. she ‘ 
r. L;. W oodhouse, 


Woodhouse Electric 
Co., Norfolk, Va. 


The Virginia 
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A Warehouse Planned for 
ervice 


Well arranged plant of the Lindley 

Electric Supply Co., Philadelphia, a 

neighborhood wholesaler serving only 
the North Philadelphia area 


The Exterior 


There is plenty of parking space for customers on this 
residential street. Delivery trucks are loaded at the 
large door on the right 


vy 


Behind the Counter 


Counter and stock bins are of steel. A file contain- 

ing manufacturers’ catalogs stands at the end of one 

tier of bins. At the end of the other tier is a shelf 

for the price book. Telephones are at the far end 
of the counter next the wall 


v 


v Vv 


The Warehouse 


Looking down the main bay from the 

loading door. Conduit is neatly racked 

along the wall, the largest sizes nearest 

the door. Half-way down on the left is 

a stairway leading to the mezzanine which 

extends along the left side and across the 
back of the bay 


- L..)h UL e.6h Uh eh hUch ee Se ee ee ee eee 
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The Display Room 


This room on the second floor has large windows and is light 
and clean. It is open evenings for the use of electrical con- 
tractors and their customers 


MI MIoai 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to THE JOBBER’S SALESMAN, by Wholesalers, on Market and 


Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 


Respective Territories. 








EASTERN STATES* || CENTRAL STATES* | 






























































































































































































































































WESTERN STATES* 

MARKET PRICES || MARKET PRICES || MARKET | PRICES 

commoDITY Qet 150 | General | Oe: 180 | General | Oct. 18 io | Genera 

= | geen re so | 

- lelelel. Jlelelelel | lzlels 

SlealG@iMinigioliaiaiginljgloinianlixgin i.» 
Transformers, insulators, distribution | | l | | l | | ] | | 

IS ara edu hia ewuaa seen aes: | 2 4) 14) 0/3] OF 0] S| 14] CO] ; OF Of} 4) my] Of] 2 
Poles and pole-line hardware................. | 0 | 9 | 15 | 1 | 18 | 1 | 1| 4 15 | 0/15) 0 | 0; 3/11} 0/18) 1 
Switchboards and accessories............... | 2] 1 | 14 | 0 | 21 | 1 ! 0 | 5 | 14 0] 15 | 1 | 1} 2 13 | 0 | 17 | 10 
Motors and control apparatus................ | 3| 8{15/ of 21| off 2| 9 14) 0 20 | 0| 2 et ‘10| 0 13° 2 
MI es 5 on caved ncensns | 9{15[ 7f alee] 2i af22[ 7] ofea] off 2fas| 3] afaz| a 
ry 6 | 16 | 10 | 7/13] 7 |} 1] 18] 10] 4] 14| 5 || 2/14] 4| 0/12] 5 
Cy OE CII, gh ks oy iS cae eed sees is | 6/16| 10) 2 22] 4 2li6 nf ofa] 2|{ 2fa3f s[ aap a 
Wi esd ree, hao noma eae rL ie | 5 20 | 6| 1 23 | 3 | 2| 14] 13] of a] 2i| 1] 13° Mali 1| 17 | o 
BW ler UN oo hes vices ces: } 10] 14] 7] 2/ 16 | 9| 1 | 20 | 8 | 0/12/11] 2/13] 5| 0|13| 6 
9 eS REINS | 4| 10 | 16 15 | 9 4) fis] of 12] iol] o| 5/14] of 15) 4 
erat as ci ects ecascens is) | 14 | 14 | 3| 0/22] 5/11/16) 3] o| | 11} 8/10} 2] of 18] 1 
Ie ooo ais Shs on WKendcweer ans | 2] 15 | 14 “ola off 2{ s|19| of 23] of 2| 4/14| of 19] o 
Commercial lighting units................... | 3 | 14 | 13 | O| 23 | 3 2 | 8 38] 0|18| 5] 1; 8| ll | 0 ane 
Residential lighting units.................... | 4/arfi2| 1fa9| 3]] of afas| of 14] 5] o| s|i0| of 16| 1 
Street lighting equipment.................... Ry 4/13] 0 ry Pe “ay 14 0| 14] 0| ~o| 4{12/ o|13| 2 
Heating appliances...................0.0000. | 6 | 17 7 | 0|24| 2} 1] 16 11] 0| 21} 2] 2} 12} 5] 0} 17] 1 
Motor driven appliances..................... | 3 Ji5| 7] 1 20 Oo 1| 6) 14 0 ) 27 | 1 4 | 7); 9| 0/15] 1 
j 1 SUR apo ea gee SA oe ag ee RE | 1| 1| 25 0] 22/1] 0| ofa 0{16| 0]| o| wiz] of 15] 0 
ES eee a | 4] 9} 6| of 13| 5]/ 0] 13) 5] Of 13] 4] 1/11] 3| 0| 5] 9 
Flashlights and batteries.................... | 8 wl 4 ofa] 3 is 15 | 10 of 19] 3 | 3[12] 2] of16| o 
Telephone equipment........................ | 0| 2/17 0/13) 1 0} 2| 7/0 17! oll o 1|/ 4] 0} 6| 0 
I a a gk ins lo 21141 0] 12/1 11 ol 1i|6l ol 6| o| 3a] 2) 4 0 Wt 0 

EASTERN STATES CENTRALSTATES i WESTERN STATES 

ALL 22 LINES COMBINED — — | : —— 

Good | Fair | Poor | Good | Fair Poor |} Good Fair Poor 

Oct. 15, 1931—Nov. 15, 1981................. 16% | 42% | 42% 7% | 42% | 51% || 8% | 45% 47% 

Same Period Previous Month................ 12% | 45% | 43% || 4% | 41% | 55% | 5% | 46% | 49% 
Same Period Year Ago.................00.0- 17% | 49% | 34% 13% | 53% | 34% 13% | 59% | 28% 





! 





*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western States 
include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Oklahoma and Texas. Central 


States include all between. 




















The 
‘Profit Electric Supply Co. 





ELL, boys, I’ve got some news that 

will give you a real jolt. On Decem- 

ber 31, the Volume Electric Co. 
passes out of existence. For the past three 
years Old Man Expense has been after our 
scalp. We have tried to lick him by indulging 
in a mad scramble to get more volume, but 
instead he has licked us. No matter how much 
volume we gained the Old Man kept closing 
in on us until our balance sheet is now as red 
as a handkerchief after a nose bleed. The 
Volume Electric Co. is through. 

We have all taken a good licking, boys, but 
it’s only what we deserved and had coming 
to us. I, for one, am going to snap out of 
this dizzy Volume daze. I’m taking a new 
job starting January 1 and have every inten- 
tion of making some real money for myself 
next year, regardless of any “repression.”’ 
And I’m going to need six hard-hitting sales- 
men that have the guts to stick with me and 
to obey orders. You fellows have the first 
chance at these jobs. You all accept? That’s 
fine, I felt I could count on you. 

Now, here is the story. On January 1, a 


Holds Annual 
Sales 


Conference 


The Sales Manager of the former Volume Electric Sup- 
ply Co. explains to his salesmen how his house in- 
tends to adapt itself to the new conditions. Following 
the principles of THE JoBBER’s SALESMAN Plan he 
outlines certain economies necessary to an operating 
profit and, using the current issue of THE JOBBER’S 
SALESMAN as a guide, he discusses the intensive sell- 


ing of each manufacturer’s product 











new sign goes up over this door. Our name 
will be the “Profit Electric Co.” There will 
be no changes in personnel, except for some 
people in the office and warehouse that we can get along 
without because we shan’t do as much business. There 
are going to be a lot of changes, however, in the way 
we do business. 

We are going to stick close to the sound principles of 
THe JOBBER’s SALESMAN Plan. If you have forgotten 
the chart-talk we all listened to a few months ago, dig 
out your back issues of THE JOBBER’S SALESMAN, begin- 
ning with July, and read up on this Plan. 


IRST of all,-you fellows will get a definite drawing 
account each week. Your bonus at the end of the 
year will be the difference between your drawing account 
plus all your expenses and 20 per cent of the gross profit 
on the total sales, less all returns and allowances, to your 
individual accounts. In other words, you will be com- 
pensated strictly according to profit instead of volume. 
We will give you a report each month showing your 
gross profit by accounts. We are installing a new billing 
machine which will let us figure the gross profit on every 
item of each invoice and still reduce our office force by 
one clerk. 
The Profit Electric Supply Co. will render even better 
service than its predecessor, but it will not give this serv- 


*With acknowledgement to the N.E.W.A. and its play, “Back 
to Profits.” 
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ice away. You fellows will have to learn that, from now 
on, we are in business for one purpose—to make money. 

Our delivery trucks will make two trips daily, leaving 
the warehouse at nine A.M. and two P.M. All orders re- 
ceived before noon will go out on the afternoon delivery. 
All orders coming in after one P.M. will be delivered the 
next morning. This definite schedule will let us do away 
with one truck. We have been losing money on special 
deliveries. Hereafter, they will be made only at the 
customer’s expense. 

We are not doing a retailing business. Our profit 
rates will not permit us to handle small orders except at 
a loss. Therefore, to every invoice for less than $5.00 
we will add a $1.00 service charge. 

Our telephone bill has been beyond all reason. We 
will not accept any more reverse calls from anyone. All 
customers will be notified of this change in policy. Ifa 
call is made necessary due to an error on our part in fill- 
ing an order the customer will be reimbursed for the cost 
of that call. 

Our cash discounts have been a joke. Our terms are 
supposed to be ten days from date of invoice, but instead, 
we have been allowing cash discounts to be taken the 
tenth of the following month. Hereafter we will allow 
cash discounts on the same basis that most manufac- 
turers allow them to us. On all purchases made from 
the first to the fifteenth the discount will be granted only 
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if paid by the twenty-fifth of the same month. Purchases 
made from the sixteenth to the thirty-first must be paid 
by the tenth of the following month. 

Although our published terms have been 30 days net 
we have carried the majority of accounts for 60 days 
and many for 90 days or longer. Our new terms will 
be 60 days net and we are going to hold to them. There 
is no profit in an account that fails to pay within two 
months. Furthermore, we will take no more paper from 
our customers. If their paper is worth anything their 
banks will take it, and if it isn’t a good risk for the banks, 
it certainly isn’t for us. We are going to stick to our 
job which is wholesaling instead of trying to play the 
part of bankers as well. 

To make a long story short we are no longer in busi- 
ness for our health. We have just one objective, to make 
money, and we don’t want any business that doesn’t 
show us a profit. We are going to operate on a budget 
and revise that budget every month so that we will know 
at all times just how we stand. 

We will have fewer accounts on our books next year. 
Some customers are going to switch over to our competi- 
tors because they don’t want to do business our way. 
These will be the fellows who have been actually costing 
us money in the past and it just means that, hereafter, 
they will be piling up losses for our competitors instead 
of for ourselves. 

This new setup is going to make a big difference in 





the way you men will cover your territories. You won’t 
be wasting time with a lot of little fellows who can’t 
possibly give you enough business to pay for your gaso- 
line. There will be a lot of small towns out on the fringe 
of your territories that you will pass up entirely because 
you will find, when you study each account, that there 
is no profit in covering them. 

Each man will be expected to run his own territory, 
to decide who to call on and who to pass up and we 
will help you by giving you all the dope on the profits 
from each account. 

There is one more change we are going to make right 
away. We can’t make any money when we try to carry 
three or four different manufacturers’ lines that dupli- 
cate each other. We are going to carry one full line of 
wiring devices, fuses, wire, safety switches, and every 
other commodity, and one line only. Then we can carry 
the complete line and turn our stock often enough to 
make a profit. That means you fellows will have to get 
out and sell the lines we handle and you are going to 
find that you will get more cooperation from the manu- 
facturers when we get back of their lines 100 per cent. 

There is no chance for you to get by with order taking 
under the methods of the Profit Electric Co. To earn 
a bonus next year it is going to be necessary for you to 
do a carefully planned selling job. Your new job is to 
sell at a profit the lines selected by the house. Who 
you can profitably sell these lines to is for each of you 
to determine. In other words, you will pick 
your own customers and prospects. 











THE PRINCIPLES OF THE 
JOBBER’S SALESMAN PLAN 


For the Wholesaler 


Many manufacturers are operating with 
greatly reduced sales staffs. For this reason 
it is physically impossible for their repre- 
sentatives to attend all the annual sales con- 
ferences being held at this time of the year by 


Economize: 


Localize: 


Specialize: 


Advertise: 


Budget operating expenses on a gross profit basis, 
eliminate unprofitable accounts, revise delivery meth- 
ods, effect warehouse economies, institute service 
charges and avoid duplicate stocks. 

Determine boundaries of territory which can be prof- 
itably served. Confine activities within this territory. 
Cooperate with each other and with other branches 
of the industry through a strong local wholesaler 
association. 

Survey this territory to determine profitable accounts 
in each market: contractor, resale, industrial and 
commercial. Then concentrate sales efforts on se- 
lected markets, commodities and accounts. 

Contact trade with some form of publicity material 
each month. 


Always be first of all a salesman, after that a warehouseman. 


Establish: 


Educate: 


Evolve: 


Enable: 


For the Manufacturer 


a Partnership-Relationship with wholesalers by a 
definite statement of policy. 

wholesalers’ salesmen on individual products through 
capable field representatives and by planned adver- 
tising. 

definite sales plans by which the wholesaler can sell 
definite products to definite prospects whom he se- 
lects from his territorial survey. 

the wholesaler, with this cooperation, to do a real 
job of intensive, selective and creative selling. 
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their wholesalers. So, rather than have you 
become enthused over the lines of half a 
dozen manufacturers whose representatives 
were available for this meeting, we decided 
that, as we couldn’t have all our manufac- 
turers present, we had better not have any. 

For several years past we have observed 
THE JOBBER’s SALESMAN Hour in our annual 
sales conferences. Practically all of our man- 
ufacturers use the advertising pages of this 
publication to tell us about their policies, their 
products and their sales plans. By each hav- 
ing a copy of the December issue before us, 
going through it from cover to cover and dis- 
cussing the line of each manufacturer as we 
came to his advertisement, we have thor- 
oughly covered all our lines in our previous 
annual meetings. You will all agree that this 
method has proved most valuable. 

In view of the new conditions this part of 
our sales conference is more important than 
ever this year. As we have no manufacturers 
present we are able to devote more time than 
usual to this part of our program. Get out 
your copy of the December JoBBER’s SALEs- 
MAN and we will start right now. 








The Manutacturer’s 
art in the Plan 











THE JOBBER’S SALESMAN Plan calls for the support of the manufac- 

turer in three distinct ways: by a wholesaler-manufacturer partnership 

agreement; by the development of sales plans by which his wholesalers 

can intensively sell his product to their selected local markets, and by 

employing field representatives capable of functioning as sales man- 
agers on their line for their wholesalers 











This is the final installment of E. T. Rowland’s 
chart talk describing The Jobber’s Salesman Plan 


| \ 7 E now again bring the manufacturer into the 
picture because, after all, both manufacturer 
and wholesaler are partners striving for the 
same objective, the sale of more merchandise to the 
ultimate consumer. This fact very definitely establishes 
a partnership-relationship between each manufacturer 
and his wholesalers. 
Benjamin Franklin, among other things, was a suc- 
cessful business man. He operated some half dozen 
printing offices in differ- 


and collectively, to urge your manufacturers to give you 
a definite statement of their policy on these points. 
Wholesalers also have definite responsibilities to their 
manufacturers. Here they are, seven of them: 
. Loyalty to your manufacturers, 
. Standardization on sources of supply. 
3. Extent of inventory. 
. Extent of servicing. 
. Terms of payment to manufacturer. 
6. Extension of rea- 





ent cities. In each case 


Franklin drew up a part- THE 


MANUFACTURER-WHOLESALER PARTNERSHIP-RELATIONSHIP 
REQUIRES 
AN AGREEMENT BETWEEN BOTH PARTIES 
CLEARLY DEFINING THE RESPONSIBILITIES OF 


nership agreement with 
his local manager. Part- 
nerships often end in dis- 
putes. Franklin’s never 
did because, as he him- 
self said, “I always cov- 


sonable credit. 

7. Satisfactory sales 
volume through intensive 
selling efforts. 

You can carry out your 
end of this partnership 
agreement only by defi- 
nitely committing your- 





ered in my original in- 


_ ® THE MANUFACTURER TO HIS WHOLESALERS. 





self to your manufactur- 





denture all points on 
which misunderstandings 
might later arise.” 

Here, Chart 25, we 
have THE JOBBER’S 
SALESMAN’s platform 
for establishing a part- 
nership - relationship be- 
tween electrical whole- 
salers and their supplying 
manufacturers. We are 
telling independent man- 
ufacturers that each of 
them should definitely go 
on record with his whole- 
salers as to his policy on 
as many of these 20 
points as apply to his 
product. We need your 
help in this. If you be- 
lieve in this chart we ask 


WHOLESALERS TERRITORY 


POLICY ON PRICE DECLINES 


=SOOWO UAW 





SUGGESTED RESALE PRICE SCHEDULE 


ALL OTHER DISTRIBUTION IN TERRITORY. 
POLICY OF NON-DISCRIMINATION BETWEEN WHOLESALERS 


PERIOD OF ADVANCE NOTICE ON NEW MODELS 

RESPONSIBILITY OF MANUFACTURER FOR KEEPING HIS MERCHANDISE QUT OF CHANNELS GIVING UNEAIR COMPETI 
. POLICY OF SELLING MAILORDER HOUSTS, RETAIL CHAINS AND PREMIUM WOUSES ONLY MOM EQUIVALENT, SPECIAL BRAND MERCHANDISE 
WHOLESALERS SALES QUOTA BASED ON ONLY NORMAL EXPECTANCY. 
EXTENT OF SALES COOPERATION TO ASSIST WHOLESALER TO MEET HIS QUOTA 
EXTENT OF ADVERTISING; NATIONAL, SECTIONAL AND LOCAL 

PROCEDURE INEVENT WHOLESALER FAILS TO MEET QUOTA 

WHOLESALERS DIFFERENTIAL ON ANY BUSINESS TAKEN DIRECT BY MANUFACTURER. | 
POLICY ON ANY MERCHANDISE RETURNED BY WHOLESALER 
POLICY ON FREIGHT ALLOWANCES, F.0.B. POINTS, GOODS a IN TRANSIT, ETC 
STATUS OF ORDERS NOT SHIPPED ON SCHEDULE 
EXTENT OF MANUFACTURERS GUARANTEE | 
DEFINITION OF AND EXTENT OF REIMBURSEMENT FOR EXPENSE INCURRED BY WHOLESALER DUE TO MANUFACTURING DEFECTS. | 
METHOD OF DISPOSITION OF ANY SURPLUS STOCKS | 
METHOD OF SETTLEMENT OF ANY DISAGREEMENT BETWEEN MANUFACTURER AND WHOLESALER | 


© THE WHOLESALER TO HIS HRACTIRES 


| LOYALTY TO HIS MANUFACTURERS 
2 STANDARDIZATION ON HIS SOURCES OF SUPPLY 
EXTENT OF INVENTORY TO BE CARRIED 
EXTENT OF SERVICING TO BE PERFORMED. . 
TERMS OF PAYMENTS TO MANUFACTURER 
EXTENSION OF REASONABLE CREDIT 
SATISFACTORY VOLUME OF SALES SECURED THROUGH WITERSINE SELLING EFFORTS 


ers on each of these seven 
responsibilities. 

Having settled all de- 
tails of his wholesaler 
policy the manufactur- 
er’s next responsibility is 
the development of com- 
plete sales campaigns for 
his wholesalers. In pre- 
senting our Plan to your 
manufacturer we empha- 
size to him that it is his 
responsibility to tell you 
rT how you can best develop 
your local market for his 
products. We tell him he 
| can no longer consider 
| his job finished when he 
| has sold you a stock of 
nail aicaniuritaiedenslanal his goods. Today he must 
go further and show you 














you, both individually 
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Chart No. 25 


how to sell his merchan- 
THE JOBBER’S SALESMAN 
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dise so you can move your inventory and buy more. 

First of all, he must educate your salesmen on his 
products, their uses and their markets. He can accom- 
plish this by the personal contact of his field representa- 
tives and by planned advertising directed to your sales- 
men. He must go further, however, and follow through 
by offering you definite sales plans by which your sales- 
men can sell his products to their local outlets. 

Again we call for your support. We need your help 
in convincing each independent manufacturer of the 
necessity for quick action. He must lose no time in 
developing constructive and strategic sales plans for the 
use of your salesmen if you are to earn adequate profits. 

We are doing everything in our power to persuade 
your manufacturers to 








facturers in the electrical wholesaler and his future. 

We are very definitely going beyond the ordinary 
duties of a business paper and assuming the responsibili- 
ties of a trade association. Why are we doing this? We 
have four reasons, 

1. Because we realize the job must be done by some- 
one and done at once. 

2. Because the independent wholesalers are not so 
organized that they can do this job for themselves on 
a national basis. 

3. Because we believe that, due to our unique position 
in the industry and our twelve years of close contact 
with it, we are the best qualified existing agency for 
undertaking this work. 

4. Because we have 





furnish you with inten- 
sive selling plans. Some 
have already developed 
constructive and _ strate- 
gic plans. Others have 
such plans on the way. 
Wholesalers who recog- 
nize their opportunity 
will be ready with their 
surveys all set togo when 
their manufacturers come 
through with these plans. 

If any manufacturer 
does not take the initia- 
tive, we believe you are 
justified in taking it your- 
selves, in going to him 
and demanding that he 
furnish you with real 
constructive sales plans 
for his product. 

We are also emphasiz- 
ing to the manufacturer 
that he must have the 
proper personal contact 
with each of his whole- 
saler’s organizations. 

Thus, our plan calls PA 
for your manufacturers’ ‘inne 
support in three distinct MANUFACTURER 
ways: a partnership 
agreement ;complete sales _ 
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THE GATEWAY TO GREATER PROFITS 


\ WHOLESALER 


| SPECIALIZE 
ADVERTISE 
LOCALIZE 
ECONOMIZE 


faith in the future of 
both independent whole- 
salers and manufacturers 
and because we feel con- 
fident that we can count 
on their whole-hearted 
support and cooperation 
in carrying out our plan. 


= 
Re: 
sé 
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E have already told 

you that we can 
only present this sound 
and comprehensive plan 
to the industry. It is up 
to each wholesaler on his 
own initiative to put the 
plan into action in his 
own territory. On our 
final chart we have tried 
to summarize the entire 
plan. 

Here, Chart 26, we 
have “The Gateway to 
Greater Profits,’ THE 
JoBBER’S SALESMAN New 
Plan for Market Deter- 
mination and Develop- 
ment. This gateway is 
supported on one side by 
your manufacturers, and 
on the other by THE Jos- 
BER’S SALESMAN. We 


The Jobber Salesman 








campaigns; and capable 
field representation. 


HAT is THE JopBer’s SALESMAN, as the busi- 

ness paper of the electrical wholesaling industry, 
doing to support this plan for Market Determination and 
Development ? 

In every issue we are publishing feature articles dis- 
cussing the wholesaler’s markets, stories of how out- 
standing houses are doing a specialized selling job, and 
articles on important phases of wholesaler management. 

Our case studies give independent wholesalers the op- 
portunity to compare their operating costs and methods 
with those of other houses. The “What and Where to 
Sell Section,” published for several months, gave specific 
data on the items used by the wholesaler’s customers. 

A series of interviews with manufacturers’ executives 
has done much to reflect the confidence of these manu- 
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Chart No. 26 


have discussed how your 
manufacturers should 
support you. We have 
explained THE JoBBER’s SALESMAN’S extensive editorial 
and research program. 

You, the Wholesaler, are the keystone of this arch. 
It cannot stand unless you Specialize, Advertise, Localize 
and Economize. The initials of these words spell SALE. 
The electrical wholesaler who would today earn for him- 
self adequate profits must be first of all a salesman and 
after that a warehouseman. 

We of THE JopBer’s SALESMAN have unbounded faith 
in the electrical industry and especially in the electrical 
wholesaler. We are firmly of the opinion, however, that 
you can continue to hold your place as an economic fac- 
tor in the distribution of electrical products only to the 
extent that you become partners with your supplying 
manufacturers in intensively selling your local markets. 
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Jobbers Salesman 


E. T. ROWLAND, Editor 





We 
Believe That— 


1 Market determination is absolutely essen- 
tial and is the joint responsibility of the 
manufacturer and the wholesaler. 


2 Intensive selling must take the place of 
order taking. 


4 The manufacturer must recognize his 
wholesalers as partners, not as customers. 


4 Wholesalers must adopt a simple, but uni- 
form cost accounting system. 


5 The public utilities should merchandise 
under conditions which are not unfair to 
wholesalers and independent dealers. 


6 The formation of local and geographical 
groups of wholesalers is to the best inter- 
est of the industry. 


7 The electrical wholesaling industry has a 
splendid future ahead of it, provided its 
potential possibilities are fully realized. 











An Open Market 
for Incandescent Lamps 


T is quite obvious that the easier it is made for their 

consumers to purchase electrical appliances the 
faster will the utilities build their domestic load. Neigh- 
borhood shopping centers are growing in importance. 
Wide-awake wholesalers are building up their distri- 
bution in these centers. While the individual accounts 
may be small, total sales to this type of dealer run 
into considerable volume. The appliance business alone 
of many of these neighborhood dealers is insufficient 
to make their accounts profitable to the wholesaler. 
With the addition of incandescent lamps, however, 
these accounts become profitable and the wholesaler 
is justified in cultivating them. The wholesaler, there- 
fore, needs an open market for incandescent lamps if 
he is to develop profitable dealer accounts throughout 
his territory. 


The dealer also needs an open market for lamps 
because no other electrical item will bring as many peo- 
ple into his store. And, as the wholesaler develops 
more dealer outlets and as these dealers make more 
consumer contacts, the manufacturers of electrical 
appliances will benefit through increased sales of their 
products. ; 

Furthermore, the average consumer will delay the 
filling of empty sockets if it requires the carrying of 
burned-out lamps to the utility’s store for replacement 
and yet the fact that he can do this will deter him 
from purchasing new lamps from his neighborhood 
dealer. So the consumer suffers an inconvenience and 
the utility suffers a loss from empty sockets when there 
is not an open market for incandescent lamps in its 
territory. 

All of which goes to prove that the policy of many 
utilities of giving free lamp renewals or of selling 
lamps to consumers at concessionary prices is detri- 
mental to the entire electrical industry as well as to 
the consuming public. It is not sound merchandising, 
and is entirely contrary to the principles of merchan- 
dising procedure recently endorsed by the N.E.L.A. 


* * * 


The Cincinnati 
Convention 


HE fall meeting of the N.E.W.A. was constructive 

from start to finish. The play “Back to Profits” 
given by the operating committee was alone worth the 
trip to Cincinnati. Every wholesaler who attended the 
convention came away with a clearer understanding 
of the trends and problems of the industry and with 
new ideas for the conduct of his own business, 

Not one independent wholesaler out of ten was 
present, however. This was most unfortunate as the 
program was of special value to the independent 
group. The N.E.W.A. is doing constructive work. 
It deserves the support of each and every electrical 
wholesaler. We urge each wholesaler to give the asso- 
ciation his active support and to lay his plans now to 
attend the spring meeting at Hot Springs. 


* * Xx 


The Radio 
Tube Dilemma 


HE present radio tube situation is not only chaotic ; 

it is idiotic. The dilemma of the radio wholesaler 
on replacements is nothing less than tragic. F. E. 
Stern’s letter on page 48 deserves the careful study 
of both radio wholesalers and manufacturers. 

Then, too, list prices and discounts are seriously in 
need of revision. Different types of tubes carry dif- 
ferent list prices. Not only the public but the trade 
itself is in a state of confusion. Furthermore, the long 
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discounts and bonuses which now prevail are only an 
incentive to price cutting. They fail to meet our con- 
ception of what constitutes sound merchandising. 

The recent action of an independent tube manufac- 
turer in grouping all his tubes in five list price classes 
and in shortening his dealer discount affords a ray of 
hope. It appears to us a timely and constructive move 
which could profitably be followed by every manufac- 
turer of radio tubes. 


Reinspection and 
Depression 


HILE most communities provide for the inspec- 

tion of all new wiring installations, in very few 
cities is there any attempt to police these jobs after they 
are once installed. As a result alterations and additions 
to existing wiring are often made by incompetent per- 
sons which not only fall short of code requirements, 
but are actually hazardous. 

A reinspection survey by Electrical Contracting 
shows that in 63% of all premises reinspected the wir- 
ing needed correction at a cost of $59 per premise. On 
this basis reinspection affords the electrical contractors 
a market of one billion dollars, about one-third of 
which represents materials. 

Reinspection ordinances adopted and enforced at 
this time would provide needed work for hundreds of 
wiremen. The unemployment situation makes this a 
most opportune time for wholesalers and contractors 
to work for the adoption and enforcement of such 


ordinances. 
* * x 


Cost Accounting 
for the Wholesaler 


HE “Distribution Cost Study of an Electrical 

Wholesaler” (see page 32) published by the De- 
partment of Commerce and made at the request of tlic 
N.E.W.A. is something that has been sorely needed 
by the industry. It deserves the serious study of every 
wholesaler. 

Unfortunately, the results of this study cannot be 
considered as typical of the industry because they 
apply to a relatively new branch house in the south 
which, in 1929, had an operating cost of over 28% 
and suffered losses from bad debts in excess of 12%. 

Nevertheless, the startling information that of 42 
commodity groups handled 20 showed a net loss; the 
variations in turnover, in size of average item, in gross 
margin per type of customer, and the revelation of 
losses from small orders and unprofitable accounts give 
serious food for thought. 

The real value of this study lies in the fact that it 
describes in detail a method of accounting by which 





the costs of wholesaling can be determined with the 
same exactitude as can manufacturing costs. There 
is serious need for further research of this kind, espe- 
cially with reference to the cost of warehousing and 
selling individual commodities. 

It is impossible for each wholesaler to make such 
a detailed cost study of his own house because of the 
expense involved. Further distribution cost studies 
are clearly an industry job. The manufacturers are 
vitally interested as well as the wholesalers. Many 
of them will have to revise their price schedules to 
conform to the variations in overhead expense between 
specific commodities which these cost studies will 
determine. 

But first of all there must be a careful selection, 
from a comparison of operating expense statements, 
of 10 or 12 average wholesale houses located in typical 
trading centers, these houses to be made the subjects 
of further distribution cost studies. This will be a 
large and expensive undertaking, but the need for such 
research is so great that it deserves the wholehearted 


support of both the N.E.W.A. and N.E.M.A. 


K *K * 


The Trade Commission’s 
New Policy 


HE original trade practice resolutions adopted by 

the Electragists as re-written by the Federal Trz.de 
Commission were so worded that they no longer ap- 
plied specifically to the problems of the electrical con- 
tracting industry. The Electragists very properly 
declined to accept the rules as revised 

As a result the Commission has now approved the 
Electragists’ Group II resolutions as originally pre- 
sented, with but one exception. This is the more 
important group as it covers those rules which apply 
specifically to the individual industry, which are not 
covered by the existing law and which the industry 
itself must enforce. 

In view of this recent change of policy by the Com- 
mission it now appears that the resolutions adopted by 
the wholesalers at Cincinnati will be approved without 
material changes. 

x * x 


New Lines 
Seek Distribution 


ACED with surplus production facilities many 

manufacturers are bringing out new lines of elec- 
trical products such as door chimes, time switches, heat 
regulators and air-conditioning equipment. 

Many of these manufacturers distribute their regular 
products through wholesalers. It is only logical, there- 
fore, that they look to electrical wholesalers for dis- 
tribution of their new electrical products. These new 
lines offer alert wholesalers a real opportunity for 
increased profits. 





DECEMBER, 1931 








24 


THE JOBBER’S|J])SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


NEws 


from the Wholesale Field 





Englewood Supply Sets Rec- 
ord in Sales Contest 

At the start of THE JOBBER’s 
SALESMAN Summer Sales Prize Con- 
test, A. N. Anixter and Alex Faden 
of the Englewood Electric Supply 
Co., Chicago, called their five sales- 
men together and urged them to 
make an extraordinary effort to in- 
crease their sales volume during July 
and August and to win some of the 
prizes. Each man was allowed to se- 
lect the manufacturers’ lines on which 
he would concentrate during that 
period. 

“Dave” Robinson, covering hard- 
ware and general stores played up 
National Carbon products and Hub- 
bell devices on every call. Frank 
Jaske stuck close to his lighting pros- 
pects and also dug up several new 
ones with the result that he was high 
man on Benjamin. “Bud” Moore 
did a real job on the Jefferson line 


6 lie JOBBER’S SALESMAN maintains men in the field, it sends out 

monthly “what’s the news sheets” to every wholesaler and it gladly re- 

ceives voluntary news contributions and snapshots from wholesalers and 

their salesmen. All this enables it to reflect from month to month the per- 

sonal element in the industry. Your co-operation is solicited in making this 
human side of the magazine more interesting 


in July and Ray O’Leary walked 
away with the honors on Roach- 
Appleton for August. 

The fact that this one house placed 
four out of its five salesmen and won 
four prizes in July and one in Au- 
gust has created a tremendous 
amount of enthusiasm in the Engle- 
wood organization. According to 
Alex Faden they are still cashing 
in on their intensive summer sales 
efforts. 

e+ * 
Rowland Addresses Milwau- 
kee Wholesalers 

The chart talk on THE JOBBER’s 
SALESMAN Plan which E. T. Row- 
land gave before the Milwaukee 
Electric League in September was 
repeated by request at a meeting of 
electrical, hardware and radio whole- 
salers at the Hotel Schroeder, No- 
vember 13. At this meeting the 
formation of a local wholesaler as- 





A Group of Prize Winners:—Here is the sales force of the Englewood Electric 
Supply Co., Chicago, that walked off with five prizes in THE Jopper’s SALESMAN 
Summer Sales Prize Contest. “Bud” Moore, Jefferson winner, July; Ray O'Leary, 


Roach-Appleton winner, August; 


George Albiez: 


“Dave” Robinson, National 


Carbon and Hubbell winner, July, and Frank Jaske, Benjamin winner, July. 





sociation was discussed and a com- 
mittee appointed to consider the 
matter further. 


* * 


Wholesalers Organize in 
Seattle 

The Puget Sound Electrical Whole- 
salers Association has recently been 
formed and includes in its member- 
ship electrical, radio, hardware and 
other types of wholesalers engaged 
in the distribution of electrical mer- 
chandise in the Seattle and Tacoma 


area. 
* * x 


N.E.W.A. Play to Be 
Repeated 
“Back to Profit,” the play so en- 
thusiastically received at the Cincin- 
nati Convention of the N.E.W.A., 
will be presented to the New York 
Electrical Credit Association, Decem- 
ber 8 at the Pennsylvania Hotel. 
x * Ok 


General Electric Personnel 
Changes 

R. J. Brown has been appointed gen- 
eral sales manager at the headquarters 
organization of the General Electric 
Supply Corp. Among the other 
changes announced are: southeastern 
district, J. W. Turner replacing R. 
Farmer as branch manager at Miami. 
Lake states district: M. E. Neff, dis- 
trict outdoor lighting specialist at 
Cleveland; A. T. Emmett, district 
outdoor lighting specialist with head- 
quarters at Pittsburgh; R. L. Balch, 
district supervisor laundry equip- 
ment, and M. N. Snyder replacing 
W. D. Townsend who died recently, 
as acting branch service manager at 
Frie. 
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P Stan OIF 
WHOLESALING 


T THE CLOSE of the ioat critical year in American business the electrical wholesaling industry 
emerges strong, powerful and proven. Pointing proudly to its accomplishment, its timely 
adjustments and its new unity, this industry impels consideration of its new-born effectiveness. 


During 1931 “Supply distributors” individually increased their efficiency by economizing, 
localizing and specializing. Pertections in these marketing practices during 1932 will bring even 
greater efficiency. 


“Specialty distributors" —already started onthe program of balancing exclusive specialization by 
handling other appliances —will during 1932 create a true economy in appliance distribution. 


















The instituting of maprovaid eaatiog practices by one group and the creation of true economy 
by the other group has started a new era of electrical prosperity. 


Quick to recognize the new order, The Jobber’ s Salesman last month announced the extension 
of its editorial service to over 1500 specialty electrical distributors in the United States. This month The 
Jobber's Salesman takes a further step! ems with the « Jeowery issue the Jobber's Salesman 
changes its name to Electrical Wholesalin: , Rlectricat 
departments, will continue the r stablishes . u i '. ) 3 m " icy 0 re 
his salesmen. ae 


Electrical Wholesaling will serve a 5 ited electrical wholesaling industry. For the members . 


will supply the means deowsts its sdveria pages aS teaching the wholesaler and he 
wholesaler's salesmen. 












recogn ize the new order, 
will hasten to a. of al hee c oO ry io eh le rica wholesalers. They 
: ing from the new era of 


will hasten to share the new = nerity arising fi 
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ELECTRICAL WHOLESALING 








The way to quickly secure wholesale distribution 
for appliances is pointed out in a survey of several 
hundred appliance wholesalers now available for 
inspection. 


This survey reports actual calls made, conversations 
with wholesalers in several major cities and expres- 
sions as to kind of lines most desirable. 


Write today. A special representative 
of Electrical Wholesaling will visit you. 





FORMERLY THE JOBBER’S SALESMAN 
520 North Michigan Avenue 
CHICAGO 
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C. J. JARRETT, formerly merchan- 
dise salesman for the Peoples Gas & 
Electric Co. of Oswego, N. Y., is 
now traveling central New York, 
north of Syracuse for the A. M. Lit- 
tle Co., Syracuse, N. Y. M. B. 
Smith, a graduate engineer, formerly 
with the Crouse-Hinds Co., and the 
Syracuse Lighting Co., is now cov- 
ering Syracuse and suburban terri- 
tory for this wholesaler. 

GEORGE AFFONCO, a new salesman 
with the Sager Electrical Supply Co., 
Salem, Mass., reports this is his first 
venture in the electrical field. 

Burtis MANNING has joined the 
sales force of the Electra Supply 
Co., Poughkeepsie, N. Y. 

Two New salesmen, W. K. Fitz- 
patrick and E. E. Floyd, have been 
added to the sales staff of the Gen- 
eral Electric Supply Corp., Atlanta, 
Ga. L. H. Edenfield is a new coun- 
terman with this house. 

G. L. Krrzso, formerly district 
merchandise manager of the Texas- 
Louisiana Power Co., is now with 
the General Electric Supply Corp., 
Houston, Tex., as appliance sales- 
man. “Jimmie’”’ Conn, formerly sales- 
man for the Houston Lighting and 
Power Co., has been employed as 
washer and cleaner specialist by this 
company. A new counterman has 
also been added, K. B. Schepert who 
comes from the Economy Fuse Co. 

STERNS ELECTRIC EQUIPMENT Co., 
Buffalo, N. Y., announces the addi- 
tion of a new salesman, D. F. Henrie. 

Dick ZAKEL, who has had five 
years’ experience in local trade, will 
cover the local and country territory 
for the State Electric Supply Co., 
Oakland, Calif. 

Murray LINETT is a new sales- 
man and John Volosin, a new coun- 
terman with the Central Electric 
Supply Co., Perth Amboy, N. J. 

Harotp WILtIAMs has been trans- 
ferred from the Syracuse to the Al- 
bany, N. Y., branch of the Westing- 
house Electric Supply Co. Another 
new salesman with this house is H. 
E. Budgen who was previously con- 
nected with the Esco Electric Supply 
Co. of the same city. 


F. B. Harvey is now selling for 
the Independent Electric Co., Mus- 
kegon, Mich. 

W. B. Crark, former Inspector 
for the Underwriters of the James- 
town district for about 10 years, will 
travel the territory outside of James- 
town for the Southern New York 
Electric Supply Co., Binghamton, 
N. Y. 

A New salesman, Ralph McCor- 
mick, has been employed by the 
Southern Tier Electrical Supply Co., 
Binghamton, N. Y. 


* %* X 


Changes in Personnel 

JouN OBERMAIER, formerly with 
the Noyes Electric Co., New York, 
is now vice-president and general 
manager of Joseph Kurzon, New 
York. 

Miptown ELectric Suppty Co., 
New York, announces that Jack 
Greenfield, forfnerly with the Gertler 
Electric Supply Co., has been taken 
in as a partner in the firm. 

G. R. KNISLEY is now treasurer 
of the Sterns Electric Equipment Co., 
Buffalo, N. Y. He succeeds C. F. 
Sterns who passed away July 23. 

H. L. Puuitiips, Southern Tier 
Electrical Supply Co., Binghamton, 
N. Y., has been promoted to appli- 


ance manager, 
* * * 


Lines Added by Wholesalers 

STERNS ELEctTrRIC EQUIPMENT Co., 
3uffalo, N. Y.—Consolidated Glass 
Co., McGill Mfg. Co., and Pass & 
Seymour, Inc. 

ELectrRA Supply Co., 
keepsie, N. Y.—Hammond 
and “Simplex” wire and cable. 

Braiw Exectric Co., Nashville, 
Tenn.—Hammond clocks and “Sam- 
son” appliances. 

Tri State Etectric Co., Sioux 
Falls, S. D—‘‘Automatic” washers 
and ironers. 

Superior Suppty Co., Bluefield, 
W. Va.—Westinghouse washing ma- 
chines. 

GARFIELD SuppLy Co., Kingston, 
N. Y.—tLanders, Frary & Clark 
“Universal” line of appliances. 


Pough- 
clocks 





COLONIAL ELeEctric Co., Philadel- 
phia—Sylvania tubes. 

Capito. Erecrric Suppty Co., 
Chicago—*Simplex” appliances. 

CENTRAL ELectric Suppiy Co., 
Perth Amboy, N. J.—Mazda lamps. 


* * x 


Wholesalers’ Sales Activities 

WESTINGHOUSE ELEcTRIC SUPPLY 
Co., Cleveland—RCA Radiotrons. 

GARRETT ELECTRICAL SUPPLY Co.., 
St. Louis—Mazda lamps. 

MONUMENTAL ELECTRICAL Sup- 
PLy Co., Baltimore—Mazda lamps. 

CoLontAL Exectric Co., Philadel- 
phia—Bond flashlight material. 

ARIZONA WHOLESALE ELECTRIC 
Co., Phoenix, Ariz—Over 2,000 
“Where to Buy” cards sent out to 
dealers, mines and industrials in Ari- 
zona and New Mexico. 

PENN ELECTRICAL ENGINEERING 
Co., Scranton, Pa.——Vacuum clean- 
ers and waffle irons. 

SupPERIOR SuppLy Co., Bluefield, 
W. Va—Appliance campaign for 
Christmas trade. 

Tri State Etectrric Co., Sioux 
Falls, S. Dak.—Silver Seal campaign 
on Kelvinators. 

ELectRA Suppty Co., Poughkeep- 
sie, N.Y.—Appliances and clocks. 

CENTRAL ELectric Suppty Co., 
Perth Amboy, N. J.—Burgess Bat- 
tery Co. line. 

ANDRAE DivisIoN of the Westing- 
house Electric Supply Co., Milwau- 
kee—A new 52 page catalog on 
“Electrical Merchandise” has been 
issued. 


Iron City. Eectric Co., Pitts- 


burgh—The holiday number of “The 
Relay,” a monthly’ service bulletin, 
is now available. 





N., 


A Connecticut Wholesaler: — Starbuck 
Sprague, president of the Sprague Elec- 
trical Supply Co. of Waterbury and 
Bridgeport, Conn., at the left, with W. 
W. Lowell, his apparatus specialist. 
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Martin J. Wolf Now Market- 
ing Adviser 

Martin J. Wolf, formerly market- 
ing manager with the Beardslee 
Chandelier Mfg. Co., has opened 
offices at 400 W. Madison St., 
Chicago. 

As “marketing adviser” Mr. Wolf 
will specialize in the electrical, radio 
and automotive fields only. His serv- 
not parallel that of an 


ice will 


Martin J. Wolf 


advertising agency, but will consist 


of the development of plans and pro- 
grams for marketing products han- 
dled by his clients, including manu- 
facturers, wholesalers and utilities. 
Always a student of marketing 
problems, Mr. Wolf brings to his 
clients the benefit of long experience 
as both a manufacturer and a 


wholesaler sales executive. 
xk * x 


Pittsburgh Wholesalers Ex- 
change Overstock Lists 

Nine electrical wholesalers in 
Pittsburgh have recently adopted the 
policy of exchanging overstock lists. 
In the event a wholesaler has a large 
quantity of some particular item and 
some other wholesaler has exhausted 
his stock, before ordering from the 
factory he will order from this 
wholesaler having the large quantity 
and in this way help him turn over 
his stock. 

The Electric League of Pittsburgh 
does all the work in compiling these 
overstock lists which comprise 37 
pages and contain 1600 items. The 
wholesalers participating were so 
successful in moving overstock 
through the first list that they 
planned to have the Electric League 
compile a revised list about every 
three months. 


Gerard H. Nickerson, manager of 
the Electric League, gives credit for 
this idea to A. R. Loughborough, 
manager of the Graybar Electric Co., 


and president of the League. 
— 


Shreveport General Electric 
at New Address 

The Shreveport, La., house of the 

General Electric Supply Corp. has 

moved from 116 Texas St. to a new 

warehouse at 1307-1309 Marshall St. 


*x* * * 


Beers Electric Builds New 
Office 
The E. R. Beers Electric Co., 
Bloomsburg, Pa., is building a new 
office and show room. The building 


is three stories high. 
x * x 


Jacksonville Westinghouse 
Moves 
The Jacksonville, Fla., house of 
the Westinghouse Electric Supply 
Co. has moved from 719 W. Forsyth 
St. to a four-story brick building at 
37 S. Hogan St. 
- . 


First No Fuse Town 

Ridgeville, South Carolina, has the 
distinction of being the first town in 
which the distribution of electric 
current to domestic users does not 
involve the use of fuses in the house- 
hold wiring circuits, which are pro- 
tected, instead, by small circuit 
breakers. 

In small towns the size of Ridge- 
ville, and on rural lines, the use of 
domestic breakers offered the South 
Carolina Power Co. the only solution 
for dependable electric service with- 
out maintaining a readily available 
service organization. 

x * * 


Course in Appliance 
Salesmanship 

A new course on the retail selling 
of electric appliances has been an- 
nounced by the Educational Commit- 
tee of the N.E.L.A., 72 W. Adams 
St., Chicago. It is the result of ex- 
tensive research done under the 
direction of this committee by the 
staff of the International Correspond- 
ence Schools. Subjects covered in- 
clude field selling, building a sales 
personality, store selling and the 
rural customer. In addition there are 
seven lessons devoted to the sale of 
radios, ranges, refrigerators, vacuum 
cleaners and other appliances. 


Tafel Takes Out Group 
Insurance 
Fifty-six employees of the Tafel 
Electric Co., Louisville, Ky., have 
been covered with insurance through 
a group policy recently taken out by 
that organization. The policy in- 
volves a total of $119,000 and it was 
issued by the Prudential Insurance 
Co. of America. 
2 ae 


Wholesalers Active in 
Associations 

E. H. Wapprincton, sales man- 
ager of the Graybar Electric Co, 
Inc., Kansas City, is one of the newly 
elected directors of the Chamber of 
Commerce of that city. 

S. W. Cooper, Jr., president, 
United Electric Co., Wichita, Kans., 
is very active in the “Community 
Chest” work in Wichita. 

ALEXANDER FRoMM, president of 
the Morristown Electric Supply Co., 
Inc., Morristown, N. J., has been 
elected county committeeman of 
Morris County. 

L. E. McCattey is on the Execu- 
tive Committee of the Parents and 
Teachers Association at the Clifton 
Park Junior High School. Mr. Mc- 
Calley is general manager of the 
Monumental Electrical Supply Co., 
Baltimore, Md. 

F. J. Smiru, sales manager of the 
Holloway Bentz & Co., Inc., New 
York, has recently been elected to 
the Board of Governors of the East- 
ern Electrical Wholesalers Associa- 
tion of that city. 





Transferred to City Sales:—W. B. 
Roberts has been transferred to city 
sales work from country sales at the 
General Electric Supply Corp., Salt 
Lake City. 
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N OW. wo MIXING 


BOWLS FREE WITH EVERY 
NEW HAMILTON BEACH 
COMBINATION FOOD MIXER 
AND JUICE EXTRACTOR 


The Hamilton Beach Combination is beating them all. On its 
own merits it’s climbed the peak of Food Mixer popularity. 
A national campaign of radio broadcasting advertising has made 
thousands of women in every city eager to see it and buy it, and 
is constantly spreading the word to new potential customers. 





And now Hamilton Beach gives extra impetus to your sales! 
Two finest quality mixing bowls of opaque glass in the newest 
French Ivory shade are now being shipped with every Hamil- 
tnn Beach Combination Food Mixer and Juice Extractor and 
with every Hamilton Beach Standard Food Mixer—at no in- 
crease in cost! They are bowls which every woman would gladly 
buy. One is 7% inches; the other 9 in diameter. And you get 
them free—a part of the Hamilton Beach equipment! 


The Hamilton Beach Combination beats, whips, chops, mixes, 
mashes, and besides, it squeezes every drop of juice from lemons, 
oranges, grapefruits and limes. It’s mechanically perfect and 
extra strong, with extra power for the heaviest mixing job. 


And its price is as attractive as the machine—$21.50 list price 
($21.95 west of the Rockies) complete with 6% feet of water- 
proof rubber cord. 




















can be used by hand for small, quick-mixing jobs, 
weighs only 3% pounds, or can be used on the 


stand for longer, harder jobs. The Hamilton Beach NMR ii.cccccsccess 


Combination is two appliances in one. See upper 


HAMILTON BEACH 


(West of Rocky Mountains, $16.95) 


Hamitton Beacu Mrc. Co., Racine, Wis. 
Please send me, without obligation, complete jobber information and prices on: 


( ) Hamilton Beach “Combination” 
Now it’s a food mixer! Changed in 15 seconds, It ( ) Hamilton Beach “Standard” 


right slustration Cad cckscecoswas 


































(West of Rocky 
Mountains, $21.95) 





As usual, Hamilton Beach is taking care of the jobbers. 
This new appliance will be distributed through them as all 
our other products are. You can be sure that no Hamilton 
Beach product wili be unloaded at reduced prices... none 
will be sold over the jobbers’ heads. Send the coupon for 
prices and discounts. Learn how generously you are pro- 
vided for, even at this surprisingly low price! 





“STANDARD” 


FOOD MIXER 


Now$S] 650 
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A Pacific “Wave”:—Here is Roy Kim- 
berlin, merchandising manager for the 
Graybar Electric Co., San Francisco, 


and possessor of the finest blonde “finger 
on the coast. 


wave” 





Department of Commerce 
Publishes Wholesale 
Cost Study 

Two years ago, at the request of 
the N.E.W.A., the Department of 
Commerce made a distribution cost 
study of a southern branch house of 
an electrical wholesaler. A prelim- 
inary report was presented to the 
Association at Hot Springs last year. 

The complete report has now been 
published as ‘Problems of Whole- 
sale Electrical Goods Distribution— 
Distribution Cost Study No. 9.” 
This study contains a detailed anal- 
ysis of this wholesale house for a 
three-year period. Results are re- 
ported by commodities, types of cus- 
tomers, sales territories and size of 
orders. Credit losses far above the 
average were due to the extension of 
too liberal credit terms in an effort 
to build up sales volume in a new 
territory. 

The report is a complete textbook 
on the subject of distribution cost 
accounting. Six divisions of oper- 
ating expenses are set up and all ex- 
pense items allocated among these 
groups. Methods of operation are 
explained in detail and a statistical 
section contains 25 tables of distrib- 
ution cost data for this particular 
house. 

This report may be _ purchased 
from the Superintendent of Docu- 
ments, Washington, D. C., or from 
any branch office of the Bureau of 
Foreign and Domestic Commerce. 
The price is 15 cents per copy. 


Adequacy Standards Adopted 
for House Wiring 

For the first time the electrical in- 
dustry now has a standard which 
specifies what constitutes adequate 
wiring of residences. It is the work 
of the Standards Committee of the 
Association of Electragists. 

These new house wiring adequacy 
standards go into the size of feeders, 
branch circuits and outlets in order 
to provide not only for the present, 
but the future as near as can be seen. 
It is interesting to note that the 
standards call for a minimum No. 12 
wire in all branch circuits. 

These new standards, which are in 
booklet form, relate to one to four 
family houses and give consideration 
to (1) number and location of out- 
lets and switch control; (2) branch 
circuits for lighting and _ portable 
appliances; (3) circuits for fixed 
appliances; (4) service; (5) wiring 
layouts for complete electric air heat- 
ing systems; and (6) signalling and 
telephone work. 

— 
Delinquent Accounts 

The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for October, 1930 and 1931. Com- 
parative ten month figures are also 
shown. 


Electragists Define Utility 
Cooperation 

The Trade Policy Committee of 
the Association of Electragists pre- 
sented a report at the recent conven- 
tion at Hot Springs, Ark., which 
described certain uneconomic and 
unfair merchandising practices in the 
selling of appliances by some power 
companies. It recommended that 
power companies could establish bet- 
ter industry relations in the following 
ways: 1. Sublet to responsible con- 
tractors the installation of equipment 
and appliances. 2. Extend to inde- 
pendent dealers the same facilities 
available to its own merchandising 
department as to distribution system 
extensions. 3. Cooperate with other 
dealers in special sales campaigns. 
4. Provide financing and collection 
facilities for independent dealers. 
5. Discontinue retail selling in com- 
munities adequately served by deal- 
ers, retaining display rooms and sales 
assistance for promotional purposes. 

*-m # 


A Correction 


Due to an error, the names of the 
J. C. Seedman Co., Westinghouse 
Electric Supply Co., and Metropol- 
itan Electrical Distributors, all of 
New York, were omitted from the 
list of distributors who joined the 
Radiotron Co. in sponsoring the 
luncheon-meeting for 1200 radio 
dealers from all parts of Greater 
New York, as published in our 
November issue. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
OCTOBER 31, 1931 
NUMBER OF ACCOUNTS REPORTED 


October 
1931 
263 


87 
79 
558 


Division 
New York 
Middle & Southern Atlantic 
States 
New England .. 
Central 


987 —10.3% 
TOTAL AMOUNTS REPORTED 


Increase 


October 
1931 
$ 35,514 


9,627 
4,779 
45,494 


Division 1930 
New York ........$ 32,447 
Middle and Southern 
Atlantic States .. 18,419 
New England 8,445 
62,839 


Decrease 


+ 9.4% 


—47.7% 
—43.4% 
—27.6% 


To To 


Increase Increase 
10 Months 


or or 
Decrease 1930 1931 Decrease 
2877 2409 


+ 1.9% —16.2% 
1573 1166 


23.6% 25.6% 

—112% 1171 920 —21.4% 

128% 7200 5603 —222% 
2821 10098 


3% 12821 —21.2% 
% % 
Increase 
10 Months or 
1930 1931 Decrease 
$ 448,629 $ 311,829 —30.5% 
243,935 146,663 


153,346 79,625 
919,461 503,955 


or 





Central 
TOTAL - 2 eplze2,150 "$ 95414 


—21.8% 


$1,765,371 $1,042,072 


AVERAGE AMOUNTS 


New York 


Middle and Southern Atlantic States..... 


New England 
Central 


10 Months 
1930 1931 
$1,485 $1,326 
1,561 1200 
1,265 837 
1,244 896 


October 
1930 1931 
$135 
peice ON 110 
60 
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Now on the air 
from coast to coast 


| 
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Magic Maid Prize Contest now 
on the air from Coast to Coast. 
Eastern: WJZ and associated 
N.B.C. stations, Monday to 
Thursday, 11 A.M. Eastern 
Standard Time. Western: KGO 
and Pacific and Mountain 
N.B.C. stations, 11:10 A.M. 
Pacific Standard Time. 


| Tune in NOW for quick profits 
STAR-Rite 


MAGIC MAI 


sells on sight to 4 out of 5 dealers 


The STAR-Rite Magic Maid coast to 
coast broadcasting is reaching countless 
homes weekly, selling the merits of the 
Magic Maid to millions of your dealers’ 
customers. 

Sell your dealers the new STAR-Rite 
Magic Maid. Get them to display it—to 
feature it—to tie-in his store with our 
full page national magazine advertising 
and coast to coast broadcasting. 

The Magic Maid is easily the greatest 
of all mixer values in performance, price 
and beauty. The powerful multi-speed 
motor, the complete equipment, the 
gleaming beauty of the 
jade green finish with 
opaque glass bowls to 























FREE 


carry this quick sale 


sample case.... 


This attractive, durable light weight travel- 
ing case is absolutely free to jobbers and their 
salesmen. The Magic Maid is quickly put in 
or taken out. No fumbling. No loss of time. 

Let the Magic Maid tell its own story and 


match, together with the 
low price of $19.50, make { 
an instant appeal to ‘ 
every woman. 


Send the coupon now for 
the free sample and full in- 











formation on Magic Maid 
sales promotion plans. 










demonstrate its own selling features, beauty 
and value. Remember—when this case is 
carried 4 out of 5 dealers buy on sight. 





ce 


The mixing unit may 
be detached and used 
anywhere. 











THE FITZGERALD MFG. CO., Dept. 12M 
Torrington, Conn. 


-« ¥ } - 4 Gentlemen: Kindly send me full information on th 
‘ ‘ /, Send this Magic Maid with details of sales methods and sales HP ny 


i meet: st oct J also Magic Maid carrying cases. 


coupon NOW Name........ cael tidieaceie teak, sesamiae 


Address 








Quick and efficient juice 
extractor, easily detached. 


see eee eee sseseses Pee eres eseseeese eereseee 
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He Heard It Before?—A. H. Dean, sec- 
retary of the Southern New York Elec- 
trical Supply Co., Binghamton, N. Y., 
didn’t take to the joke as mirthfully as 
did E. C. Wehle. president and treasurer, 
who is on the right. 





“Economize and Specialize” 
Is Slogan at Cincinnati 
(Continued from Page 8) 
ough analysis of operating costs, of 
routine methods of handling merchan- 
dise, and efficiency of individual em- 
ployes. We must revise our buying 
practices, first to insure proper turn- 
over; second, to eliminate obsolete 
stocks by placing responsibility where 
it belongs and seeing to it that the 
responsibility is carried. Operating 
efficiency must be a prime considera- 
tion and I for one feel sure that 
proper study will show short cuts to 
be taken and frills to be removed that 

will make the path easier. 

“Second, and always, we have with 
us our ridiculous competitive prac- 
tices. One of us thinks that by deliv- 
ering every order by special truck, 
whether it be one mile or thirty away, 
he will accumulate all the business. 
He could perhaps if all his competi- 
tors were asleep. They are not and 
before you start the practice of deliv- 
ering for thirty miles your competitor 
has the story that you are covering 
fifty miles and soon you are forced 
to meet that. 

“Your salesman brings you a story 
to the effect that XYZ is going wild 
on credits—ninety days’ time, note 
settlements and credit to bad risks. 
These are the things that ruin our 
credit structure. You fail to make 
sure whether or not your salesman’s 
story is an alibi—you go him one bet- 
ter. The vicious circle completes itself 


and credit losses follow. The 1931 
credit losses of the electrical whole- 
sale industry will reach the stagger- 
ing total of three and a half million 
dollars! 

“T could name a dozen classes of 
foolish competitive practices; they 
are ruining an otherwise sound busi- 
ness. The government gives us no 
rights of agreement, on the theory 
that competition, no matter how 
wasteful, is the life of trade. While 
this policy continues, common sense, 
a knowledge of costs, and verifica- 
tion of reports must be substituted for 
sensible and reasonable agreements. 

“Third on my list I would put the 
careful analysis and planning of sales 
work. How many worthless accounts 
do you contact regularly—and sell? 
What good prospective customers 
are you passing by? How many of 
your salesmen plan their day’s work 
and their methods of attack? Who 
of you study your results by lines, 
and put the effort where it will do 
the most good? You must resolve to 
use generalship in selling. 

“With these things in hand let’s go 
to work with a good spirit. This 
depression has cost us a lot in low- 
ered morale. It has become the popu- 
lar thing to draw a long face and 
boast about how bad things are. A 
salesman with that attitude will scare 
off a customer that needs goods, that 
attitude will slow up a clerk, cause 
mistakes in the filling of orders and 
put a lackadaisical, ‘what can we do 
about it? attitude into the whole 
organization. Right now your dealers 
are losing sales because they have no 
wanted merchandise, and many in- 
dustrial plants are crying out for the 
rehabilitation that must come if they 
are to compete in the new market. 
Let us then, after we have trimmed 
our sails, go out with a good spirit 
and courage. 

“Another thing I would counsel is 
industry cooperation, especially in the 
sale of home appliances. The utili- 
ties want help. The N.E.L.A. policy, 
as announced following the Atlantic 
City meeting, gives ample opening 
for good dealers who are merchants 
and on every hand we hear assur- 
ances that the utilities will give 
encouragement to such dealer opera- 
tions. There are a good many exam- 
ples of such encouragement and 
cooperation... Perhaps the most out- 
standing example is to be found in 
the territory of the Central Hudson 
Gas & Electric Company, in which, 


under the leadership of T. R. Beal, 
president, a cooperative promotional 
plan has been put into effect com- 
bined with a plan whereby the utility 
does the financing. The plan recog- 
nizes the interests of manufacturer, 
wholesaler and dealer and has proven 
so successful in building residence 
load that it seems likely to be fol- 
lowed in many territories. 

“The wholesalers have nearly five 
thousand salesmen, costing twenty 
million dollars per year and consti- 
tuting the only group that is in touch 
with all branches of the industry. 
They should be a powerful force for 
organizing these cooperative move- 
ments and for promoting a better 
understanding among dealers of the 
utility’s problems. 

“League work seems bound to be- 
come more important and certainly 
both the principals and the salesmen 
of wholesale organizations should be 
active in league work. 

“With such a program carefully 
planned, executed with courage and 
a spirit of optimism, we can surely 
expect to hold our own, and in the 
end profit perhaps by the experience. 

“Let us resolve to hold and im- 
prove the position of the wholesaler 
in the electrical industry; to drive 
out suspicion and bickering within 
our own ranks; to study conditions 
as they are; to prepare our organiza- 
tions and our methods to meet those 
conditions. Then let us buckle down 
to hard work.” 





The Cockeyed Photographer Is Again 
with Us:—Which accounts for A. B. 
Carlon of the Stubbs Electric Co., Port- 


land, Ore., being partly present. C. M. 
Gilbride of Holbrook, Merrill & Stetson, 
Inc., Ltd., Los Angeles, was treated better. 
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OUTLETS 


Providing connections for 
POWER:GROUND-AERIAL 
with box cover and barrier 


fo meet fhe new reeu/rementss 
of re National Electric Code 


APPROVED UNDERWRITERS GUIDE CARD N° 361 A4- SEPTEMBER 29,1931 

























































Underwriters have revised their requirements covering low tension 
radio circuit and power circuits in the same box. 


Numbers 2150 and 2151 are specifically designed to meet these 

>. requirements for installation in standard 4” square outlet 

» boxes. . . Furnished complete with box cover and barrier 
\ for easy installation by your customers. 











-\ Number 2147 for aerial and ground connections only, 
| fits any standard switch box. 

Receptacles take standard plates, brass or BAKELITE. 

Finding grooves in face of receptacle lead the plug 


fingers easily into place. 





These Outlets installed with MULTICOUPLER make com- 
plete radio receiving systems for apartments, hotels and 
Institutions: —additional wiring jobs for your customers. 


Arrow E lta DIvISION 


THE ARROW —-HART & HEGEMAN ELECTRIC Co. 
HARTFORD,CONN. 
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Mr. Jobber’s Salesmay 
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THE ILG ELECTRIC VENTILATOR !S THE ONLY ONQM 
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i Get This Point.... 


‘Ley sale of 


€ ELECTRIC VENTILATORS 


His for an order of 


WIRE—SWITCHES—SUPPLIES . .. they’re all needed on every installation 
of an Ilg Electric Ventilator. Every sale is an opportunity for jobbers’ salesmen 
to “kill two birds with one stone’—to sell more materials by capitalizing on the 
billion dollar market for Ilg Electric Ventilation. 





Ilg sales are holding their own through thick and thin—winter and summer .. . in 
fact, many dealers are reporting greater sales this year than in 1929. This steady 
business is helping to move the dealer’s stock—bringing about a quicker turn- 
over of electrical supplies and equipment. 


So when you book an order for Ilg Electric Ventilators, it often happens that you 
can readily secure a stock order for wire, switches, flexible conduit, BX, plugs, 
sockets, boxes, fuses, and all those items which are used in connection with the in- 
stallation of electric ventilators on big and little jobs. 


Millions of prospects are ready for Ilg Electric Ventilation—a gigantic year-round 


market that opens up a good outlet for the sale of necessary supplies and equip- 
ment. See the facts and figures—learn how Ilg’s consistent jobber policy ties in 
with Ilg’s plans for a dominant sales campaign in 1932. Ask for data about the 
new models of the Ilgair Kitchen Ventilator—get the whole story. 


ILG ELECTRIC VENTILATING COMPANY 
2854 North Crawford Ave., Chicago, Ill. 


ION 


NEMADE WITH FULLY ENCLOSED, SELF-COOLED MOTOR 
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Letters 





to the Editor 








Lamp Renewals and Utility 
Merchandising 


To the Editor: 

Your editorial in the last JoBBER’s 
SALESMAN about free lamp renewals 
and utility merchandising is very 
clever and to the point. I want to 


compliment you upon this article. 


Although in our territory we do 
not suffer from free lamp renewals, 
we do have a great deal of trouble 
on the range policy of the local 
utility. 

Wishing you much success in this 
work, 

D. E. Forp, 


Northland Electric Supply Co.,Minneapolis. 


To the Editor: 

Your article in the October issue 
of THe Jopper’s SALESMAN on the 
subject of free lamp renewals and 
utility merchandising is very com- 
mendable. We hope that you will 
continue this good work. 

P. L. LEssarp, 
Brown Supply Co., St. Louis. 


To the Editor: 

The electrical dealer is sorely beset 
by reason of the utility companies 
selecting and determining upon the 
products of a limited number of 
manufacturers and then reaching the 
consumer direct on an_ installment 
payment basis by having the deferred 
payments added to the regular elec- 
tric light bill. 

This form of competition has made 
serious inroads on the consumer 
business which formerly went to the 
dealer and distributor. Agitation 
through publications such as yours 
along with proper support by inde- 
pendent manufacturers and by deal- 
ers should result in the abandonment 
of such methods by the utility com- 
panies or else should result in per- 
mitting all independent electrical 
manufacturers being allowed to sell! 
through the utility companies on the 
same basis. 

M. BECKER, 


A. H. Waage Co., New York. 


Margin on Wiring Devices 
Claimed Inadequate 
To the Editor: 

What future for the electrical 
wholesaler? How many will be in 
the picture 10 years hence? What 
will credit conditions be for those 
who do survive? What merchandis- 
ing plans will prove most successful ? 
These are problems confronting the 
industry and they are serious prob- 
lems, too. 


The present condition of the aver- 
age wholesaler is far from encourag- 
ing. After conditions have changed 
and market prices are again definitely 
on the upward trend many whole- 
salers will be in weak financial con- 
dition as a result of losses incurred 
by a consistent drop in the price of 
staple commodities and because their 
overhead expenses have exceeded 
their profits. The return to normalcy 
will, of course, be slow and a number 
of years will lapse before the aver- 
age wholesaler can recoup his losses 
and again earn dividends. 


One reason for this serious situ- 
ation lies in the fact that manufac- 
turers are constantly bringing out 
new lines of cheaper merchandise. 
Take the manufacturers of schedule 
material, for instance. They have re- 
cently introduced a new line of cheap 
switches and receptacles at the re- 
quest, so they claim, of many whole- 
salers. This action on their part, 
however, will only tend to create a 
larger demand for cheap merchan- 
dise, and will at the same time create 
a lesser market for their quality lines. 

It is pitiful, to say the least, that 
association manufacturers, anxious 
to be in line with their independent 
competitors, have established a resale 
which makes it impossible for the 
wholesaler to realize an adequate 
profit. 


Something will have to be done 
about this as there is barely a 15% 
margin in most staple items at 
standard package prices and very 
few electrical wholesalers are today 
operating under less than 20% over- 


head. What then have we to look 
forward to? Some wholesalers will 
surely pass out of the picture, while 
those able to survive will just strug- 
gle along finding it extremely difficult 
to earn adequate profits. 
LEONARD NorDSKOG, 
Myers Electric Supply Co., Los Angeles. 


* * * 


Wholesalers Should Ex- 
change Operating Data 
To the Editor: 

The regularity with which some 
‘ocal associations come and_ go 
prompts the thought that most of 
those interested in earning a living 
from electrical wholesaling, contract- 
ing or merchandising must earnestly 
desire understanding and progress; 
because, no sooner is an association 
disbanded than the active element in 
a locality immediately endeavors to 
form another, but usually along the 
same basic lines with some variations 
in procedure and administration. 

The life and progress of an asso- 
ciation are to some extent dependent 
on the tact and understanding with 
which the varied problems of organ- 
ization and service are solved and 
effected, but these matters of admin- 
istration should not obscure the fact 
that association members are mainly 
interested in realizing a fair and 
reasonable profit from their business. 
It is this phase of association work 
which has wrecked practically every 
association that has disbanded. The 
time, energy and money expended 





Mersick Company Adds New Item:— 
P. G. Weber is local manager of the 
Hartford branch, C. S. Mersick & Co. 
Mr. Weber is not preparing to dish out 
a grilled hot dog. The electric sandwich 
machine at the left is a new item with 
the Mersick Co. that will appeal to drug 
stores, road stands, delicatessens, etc. 
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Development.... 


the fo rerunner 


of future 


business ... 


Herein are illustrated three new lines meeting 
new conditions and requirements in the sale of 
switches for electric range installations and indica- 


tive of the value of development.— 


catalog, page 80-C. 


of the wholesaler. 


acceptance. 


FIG. 1—Combination range and entrance switch with 
branch circuit cutouts. Accessible or sealable main 
fuses. Non-test type. See new catalog, page 80-B. 


FIG. 2—Range panel. Contains one 60-amp., dead front 
fusible range switch and either 2, 4 or 6 branch cut- 
outs. Either Surface or Flush mounting. See new 


FIG. 3—Combination range and meter service switch with 
branch circuit cutouts. Accessible fuse type with 
test connections. See new catalog, page 80-A. 


New selling methods and new lines, on the part of the 
manufacturer, are paralleled by new methods on the part 


A study of new approaches relative to new products and 
their applications, with energy and skillfulness, will bring 
in immediate business and lay a sure foundation for future 




























THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 


PLAINVILLE *o=ennetecrc QB oncanization CONNECTICUT 


New York Atlanta Chicago 
803 Lincoln Bldg. 2001 W. Pershing Rd. 
Philadelphia Boston San Francisco Detroit Branch 


511-519N. Broad St. 1002 Statler Bldg. 432 Fourth St. 415 Beines &. 
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In Charge of Inside Business:—Herman 
Solomon, left, and L. Lieberman are 
handling the inside business of the Hobb 
Electrical Supply Co.’s new branch store 
at 319 W. 42nd St., New York. Attrac- 
tive display boards of merchandise are 
seen throughout the store. Telephones 
and annunciators are among those lines 
being actively pushed. 





have been greater than the advan- 
tages realized. 

The knowledge as to whether or 
not a fair and reasonable profit is 
being realized can only be determined 
from compiled facts and figures as 
derived from approved accounting 
and bookkeeping methods. It follows 
that such facts, figures and methods 
must be shown and demonstrated to 
those who wish to know or do not 
know what constitutes a fair and 
reasonable profit and how it may be 
realized. Yet it seems to be the ex- 
ception, rather than the rule, for 
anything other than arguments to be 
presented as a basis upon which asso- 
ciation members may conduct their 
business in an orderly and _ profit- 
able manner. 

It is not suggested that a business 
man should divulge information con- 
fidential to his business which may 
have proved unusually profitable due 
to his peculiar ability. However, it 
most certainly does become the duty 
of those of ability and leadership in 
a community to present to their fel- 
‘ow business men the fundamentals 
whereby substantial progress and a 
substantial living may be realized in 
accordance with the ability of the 
individual. 

It has been proven numberless 
times that if a business man can 
prosper through the vicissitudes of 
unfair and ignorant competition he 
will prosper even more if he makes 
the effort to educate his competitors 
on ways and means of securing a liv- 
ing profit, because from such effort 
all will progress and all will profit. 


The pressing need is for instruc- 
tion in the fundamentals of the costs 
of doing business along simple, 
straight-forward lines and in under- 
standable terms. And the figures, 
percentages and costs shown should 
be derived from local concerns and 
presented by the men who operate 
those establishments. In this manner 
the presentations will come close to 
home and be more forceful than if 
instruction along such lines were 
attempted by national associations. 
However, help and advice from 
national associations will be found 
of material assistance and should be 
utilized. 

It is idle for a contractor-dealer to 
state that he can make a reasonable 
profit from outlets at a certain figure 
or that he must have a greater dis. 
count on table appliances. Likewise 
it is nonsense for a wholesaler to 
claim that he must realize a cervain 
percentage on a high turnover staple 
and then be satisfied with a smaller 
margin on a class of merchandise 
that requires heavy write-offs for 
obsolescence and considerable servic- 
ing expense. Both should have the 
facts to back up their claims and yet, 
practically without exception, they 
never do. 

It should be the duty and function 
of local associations to replace argu- 
ments and unfaithfulness with co- 
operation and applied business meth- 
ods. Only in this manner will a 
profit consistent with the risks of 
doing business be realized. 

FreLtx SIMON, 
New England Electric Co., Denver, Colo. 
ae 


Cooperation from Manufac- 
turers Representatives 

Just how can a manufacturer’s 
field representative work most effec- 
tively with his wholesalers? Accord- 
ing to D. E. Stout, sales manager, 
Colonial Electric Co., Philadelphia, 
there are 10 definite ways in which 
he can cooperate with his distribu- 
regular contact; keep his 
wholesalers informed of new devel- 
opments ; insist that his company co- 
ordinate the activities of its produc- 
tion and advertising department, in 
other words, new products should be 
in production before advertising on 
them is launched; advise his whole- 
salers of outlets for his merchandise 
that the wholesaler is not well ac- 
quainted with; refer inquiries to 
wholesaler ; educate wholesaler and 


tors: 


his salesmen on his product both 
from the manufacturing and sales 
standpoints ; call on trade with sales- 
men only when such calls are planned 
in advance; consult with wholesaler 
on any changes in the manufactur- 
er’s local distribution ; advise whole- 
saler on price changes, and keep 
wholesaler advised in advance as to 
manufacturer’s advertising program. 
a 


Cooperation in Rocky Moun- 
tain States 

A tri-state merchandise activity in 
which utilities of Colorado, Wyo- 
ming and New Mexico, together with 
distributors and dealers handling 
electric appliances or equipment will 
participate, has been launched at 
Denver, Colo. 


This is believed to be the most 
ambitious and comprehensive cooper- 
ative trade relations enterprise of 
its sort ever undertaken. Represent- 
ative hardware, furniture, department 
store, specialty and other dealers col- 
laborated with utility officials to per- 
fect the plan. 


Newspaper, radio, billboard, pam- 
phlet and poster advertising will 
broadcast: “Give Something Electri- 
cal for Christmas” during an inten- 
sive three-weeks’ campaign. The Pub- 
lic Service Co. of Colorado, itself 
an active merchandiser, has formu- 
lated an advertising program featur- 
ing the slogan: “Your Merchants 
Are Displaying a Wide Variety of 
Things Electrical”. Utility executives 
through the three mountain states 
have pledged themselves to similar 
action under direction of the Rocky 
Mountain Division, N.E.L.A. 


* * OX 


Talking Picture Shows Lamp 
Manufacture 

“Mazda Lamps Preferred,” is the 
title of a four-reel, all-talking pic- 
ture with musical interludes, depict- 
ing the extreme care and precision 
embodied in the manufacture of Edi- 
son and General Electric Mazda 
lamps. 

While quality manufacture is the 
theme of the picture, with many 
“shots” depicting busy departments 
of the Nela Park research labora- 
tories, a historical background is sup- 
plied by scenes showing Edison and 
Francis Jehl, only surviving member 
of Edison’s original laboratory assist- 
ants, re-creating the incandescent 
lamp at Dearborn on the night of 
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EAR ‘ROUND SELLERS 





The new BUSS Light 
designed by 10,724 
women combines 
striking beauty with 
the well-known clamp- 
ing, hanging and ad- 
justing features that 
ave made BUSS 
Lights famous. Two 
finishes — statuary 
bronzeand pastel green. 
Retails for $3.50. 


The Parchment Type 
BUSS Light is an al- 
ways popular gift. It 
is offered with four 
different shades and 
two finishes—ivory 
and statuary bronze. 


It sells for $3.00. 





PIPPI PDP > BD > 






A utility light. Ideal 
for the student, the 
sick room, the garage 
or work room. Now 
available in either 
plain bronze or pastel 
ong metal shade and 
ase. Price $2.00. 





HE big BUSS Light season is on NOW. If there is a 

dealer in your territory whose attention has not 
been called to the profit possibilities of BUSS Lights, you 
owe it to him and to yourself to put the BUSS Light propo- 
sition before him now. 

BUSS Lights move faster during the Christmas buying sea- 
son. But they are not just a novelty holiday item that must be 
sold at cut prices after January first. They are year ‘round 
sellers. This means that they bring the same price and profit 
after Christmas. BUSS Lights are the kind of merchandise 
that your dealers can safely.and profitably stock. 

The new BUSS Light at $3.50 is an exceptional value. It 
has the appearance of a much higher priced item. The $3.00 
and $2.00 models offer a price and style range that permit 
dealers to meet any small light need. This year, more than 
ever before, BUSS Lights will show a good profit. They are 
styled right and priced to meet 1931 conditions. 

BUSS Light discount sheets are in your binder. Show the 
BUSS Light line to your trade and cash in on the Holiday 
sales possibilities these wonderful small lights offer. 


BUSSMANN MFG. CO., 2551 University St., St. Louis, Mo. 


Division of McGraw Electric Company 
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The Flandtest Light 
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Cight 5A 
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Time Out:—Nathan Newman, Jr., and 
Philip Schaeffer, store manager of the 
West Philadelphia Electric Supply Co., 
are seen here enjoying a brief respite 
from business while being “snapped.” 


Light’s Golden Jubilee. These views 
were taken at Henry Ford’s replica 
of Menlo Park at Dearborn, Mich. 
Detailed close-ups of lamp making 
processes constitute an epic in indus- 
trial motion pictures. 

The film was produced in the Film 
Laboratories of General Electric at 
Schenectady. Prints are available for 
showing to industrial plants, whole- 
salers, central stations, schools, 
luncheon clubs, and other groups. 

x * x 


Reports on Budgetary Con- 
trol Now Available 
At the request of and in coopera- 


tion with four national wholesale 
associations, the Policyholders Serv- 
ice Bureau of the Metropolitan Life 
Insurance Co. has just completed a 
study of methods of adjusting opera- 
tions by wholesalers to meet chang- 
ing business conditions with special 
attention to budgetary procedure. 
The cooperating associations are: the 
National Electrical Wholesalers As- 
sociation; the National Wholesale 
Grocers Association; the National 
Dry Goods Institute, and the Na- 
tional Coffee Roasters Association. 
Representatives of the Policyhold- 
ers Service Bureau interviewed many 
prominent wholesalers and _ other 
wholesalers filled out detailed ques- 
tionnaires. The information secured 
has just been published in four re- 
ports: Budget Practices of Electrical 
Wholesalers; Budget Practices of 
Dry Goods Wholesalers ; Adjustment 
of Operations by Coffee Roasters to 


Changing Conditions, and Adjust- 
ment of Operations by Wholesale 
Grocers to Changing Conditions. 


These studies present examples 
taken from the experience of leading 
wholesalers showing improvements in 
methods of increasing business, pay- 
ing and rating salesmen, controlling 
the buyer, reducing the number of 
brands and packages handled, elimi- 
nating unprofitable customer ac- 
counts, making physical improve- 
ments, servicing retailers and con- 
trolling credits and collections. As 
the titles indicate, special attention 
has been given to budgeting, as “a 
means of checking periodically on 
progress, of correcting business 
errors and misapplied effort.” 

The reports, issued in pamphlet 
form, are illustrated with charts and 
forms used in connection with the 
budget systems of representative 
wholesalers. Copies of the first 
of these booklets have been mailed 
to every listed electrical wholesaler by 
the N.E.W.A. Copies of all booklets 
may be secured without charge from 
the Policyholders Service Bureau of 
the Metropolitan Life Insurance Co. 


* * X 


A Manufacturer Tackles the 
Small Order Problem 
The following letter has been sent 
by the Eagle Electric Mfg. Co., 
Brooklyn, N. Y., to its customers: 


Dear Friend 


When we received your order, we were 


happy, aint 


Our order department made three copies 
of it, 

Our credit department gladly OK’d it 

Our production department took cogni- 
zance of it 

Our shipping department packed it se- 
curely, 

Our truck delivered it to the “Carrier” 
you specified 


THEN 


Our billing department made six copies 
of your invoice 

Our salesman who calls on you was 
notified 

Our bookkeeping department posted the 
charge 

And our accounting department will be 
pleased to post your payment 


BUT 


Our cost department informs me every 
order under $10.00 shipped is at a 
loss 

And our sales department insists upon 
giving you the best prices 


NOW 


Won’t you please help me reduce my 
overhead as well as yours 
I hope good business will enable you to 
increase your next order over $10.00. 
I thank you. 


Credit Association Elects 
Howard Ehrlich 


At the 36th annual meeting of the 
Electrical Credit Association, Cen- 
tral Division, Howard Ehrlich of the 
Electrical Trade Publishing Co., was 
elected President. Walter F. Young 
of the General Electric Supply 
Corp., was elected vice-president. 
John J. Prehler of the Prehler Bros., 
Inc., was elected a member of the 
Executive Committee. 


The  secretary-treasurer’s report 
shows a considerable decrease in the 
number of delinquent accounts re- 
ported to the Association during the 
past year, due to the corresponding 
decrease of business as a whole, and 
the fact collections were, as a rule, 
more prompt and satisfactory for 
what business was placed than dur- 
ing the deflation of the previous 
year. Since the organization of the 
Association in 1896 it has cleared 
through its office 198,396 accounts 
from which more than twenty mil- 
lion dollars has been paid to its mem- 
bers at no expense to them except 
the nominal amount of dues. 

= 


S.E.D. Christmas Material 


Because of its success with the 
cutout last year, the Society for 
Electrical Development is again pre- 
senting the large five and one-half 
ft. Santa Claus as one of several 
sales helps for merchants displaying 
electrical Christmas gifts. 

The S.E.D: is also offering the 
trade a three-ft. flashing candle cut- 
out with wreath and tag for counter 
and window display. The flame of 
the red candle is transparent and 
conceals the shadow-box in which a 
lamp is placed to flash off-and-on or 
just to act as a beacon for the mes- 
sage on the card: “Give Something 
Electrical.” 

In addition the Society is offering 
a pair of bell-and-wreath cutouts 
lithographed like the other material 
in full color. Each of the pair carries 
a slogan-message. On the one is: 
“Make the Present Count Tomor- 
row,” and on the other is: “Wise 
Men Bring Electrical Gifts”. 


Prices for all material are nominal! 
with special inducement for quantity 
and complete package orders. Full 
information and circular can be ob- 
tained from the Society for Electrical 
Development, 420 Lexington Ave.. 
New York City. 
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ELECTRICAL 
TRADE 
CATALOGS 











Mc Graw- Hitz Catatoc SERVICE 





Here are catalogs that help you sell! 


Whenever you see an orange-banded catalog-file 
—whether an ELECTRICAL TRADE CATA- 
LOGS in the contractor’s office—or an ELEC- 
TRICAL ENGINEERING CATALOGS in an 
industrial plant or power company—regard it as 
a friend. 

These catalog-files contain the current catalogs on many 
of your lines. They enable you to tie-in your sales efforts 
to the details on your products on file in the offices of your 
customers and prospects. 


Make these collection of catalogs work for you. On your 
next call try out this plan by turning to the details on your 
products in either of these handy files. 


McGRAW-HILL CATALOG SERVICE 
New York 
































44 


THE JOBBER’S[J]SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


Decorate-With-Light Cam- 
paign Includes Floodlighting 

The National Decorate-With-Light 
Committee, at its last meeting, con- 
sidered the special program for this 
year’s work and decided that the 
material available will include an 
assortment of inexpensive envelope- 
size mailing pieces for use locally. 
Three direct mail pieces will be pre- 
pared this year by the National “Dec- 
orate-With-Light” Committee of the 
Society for Electrical Development, 
New York. Each pamphlet will cover 
some phase of decoration of the 
home and will be especially devoted 
to the latest development in this 
work—floodlighting. Samples will 
soon be forwarded to local leagues 
with complete information on prices 
and imprinting. 


A special pamphlet supplementing 
the Decorate-With-Light Manual is 
also being prepared. This will con- 
tain the latest suggestions received 
from a wide variety of sources and 
should be of particular service to 
league managers and others respon- 
sible for organizing local activities. 

For publicity purposes, the Com- 
mittee is also compiling a portfolio 
of photographs of unusual installa- 
tions. When the final selection has 
been made, several sets of these will 
be reproduced and made available to 
local groups. The model electric 
home, which was prepared last year, 
will be available again this year. 





E. G. Irving with Vermont Electric:— 
It is announced that E. G. (left) 
Irving who has been with the Lewis 
Electric Supply Co. of Boston for a 
good many years, will now cover his 
old territory representing the Vermont 
Electric Supply Co. E. G. (Fat) Irving 
is shown at the left with Myer Hackell, 
president of the Vermont Electric Sup- 
ply Co., and Frank Garner, represen- 
tative of the Colt’s Patent Fire Arms 
Mfg. Co., Hartford, Conn. From the 
expression on their faces, it is to be 
assumed that Mr. Hackell was not with 
“Fat” and Frank the night before. 


Four Basic Problems 
“The four imminent and _ basic 
problems of the supply house indus- 
try are: 
1. Cost and profits 
2. Credit 
3. Wasteful Distribution and Mer- 
chandising Methods 

. Lack of Co-operation, or lack 
of realization that the industry 
as a whole must meet certain 
problems through united effort 
of all individuals. 

“An association must function in 
a national way to make every indi- 
vidual dealer and salesman realize 
that he is an integral part of a great 
industry; that he must know his 
costs, bid accordingly, and insure 
the universal welfare of himself and 
everyone else legitimately participat- 
ing in the business. 

“The other problems are distinctly 
local ones, to be dealt with by the 
regional groups alone. It is here 
that an association’s expression 
should be the greatest, for the 
strength and confidence manifested in 
the local gatherings exactly defines 
the success of the larger organization. 
After all, all problems are local.” I. 
S. Anoff, Institutional Jobber. 

All of which emphasizes the 
need for local trade associations. 

i 


Burners Important in Electric 
Field 
Household oil burners such as are 
used in more than 700,000 American 
homes have become an important 
factor in the electrical field. During 
1930 they used 123,600,000 kilowatt 
hours of electricity with a corre- 
sponding revenue of $5,562,000 to 
electrical power companies. 
a 


Standard Wiring Specifi- 
cations 

The Electric Association of Chi- 
cago working in cooperation with 
the Chicago Chapter, American In- 
stitute of Architects and the Illinois 
Society of Architects has developed 
an outline of electrical specifications 
for residences and apartments. 

The purpose of this outline which 
covers the complete wiring installa- 
tion from the service to the last out- 
let is to secure specifications which 
are more clear, simple and concise 
and which will result in fewer mis- 
understandings between owners, 
builders, architects and contractors. 


Hardware Trade Pushes 
Appliances 

“Merchandise is just as sure to 
find natural trade channels as water 
is to seek its level. It is because 
of this economic fact that you have 
seen the drift of certain classes of 
merchandise, which previously be- 
longed exclusively to the hardware 
industry, to other channels of distri- 
bution ; for example, stoves, refriger- 
ators and household utensils to the 
furniture trade; screen cloth and 
doors, nails and builders’ hardware 
to the lumber yards; sporting goods 
to the exclusive sporting goods 
stores, and electrical appliances to 
the public utilities. 

“I believe that we should take 
greater interest in the sale of the 
large units. Stoves, refrigerators, 
electric washing machines, vacuum 
cleaners, electric clocks, radios, and 
electric appliances are volume build- 
ers. 

“IT believe the hardware store is 
the proper agency through which 
these electrical appliances should be 
distributed and that we should not 
sit back and resign them to be sold 
through other channels. This volume 
should be controlled by our industry. 

“We need better co-ordination in 
thought, and more loyal support to 
the principles involved in our method 
of distribution. 

“If we are willing to supplement 
selfish interests to the best interests 
of our joint enterprise, we can pre- 
serve our prestige and continue al- 
ways to give the most economical 
and the most efficient service of any 
enterprise now selling hardware.” L. 
E. Crandall, Hardware Retailer. 





Thinking It Over:—D..E. Kazar, sales 
manager, Kiefer Electrical Supply Co., 
Peoria, Ill., is doing some serious think- 
ing about future sales. 
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Ls Showing the BRYANT Duplex Flush Wall Plate made of brown 4 
& Bakelite with integral bosses. In hand—BRYANT 3-wire Polar- 4 
ized Cord Grip Plug No. 9112. 


BRYANT DUPLEX 
3-Wire Polarized te 


| in circuit wire. No. 
4323 same as above, except grounded 
be 


yoke, used with BX Cable. 
Add P.E. to catalog number for Plas- 


























No. 4322 Bryant Du- 
plex, 3-wire Recep- 
tacle, Body only, Top 


ter Ears. 
Single receptacles duplicating above 
“ . ; 3 top wired line, also single and duplex 
HE trend in electrical appliances for the home as well as alte wired Vies fey standard ¥ and V 
P e 7 P * ° P plates avail Pp Ji ary, 1932. 
for industrial work is definitely in the direction of three- Pe eT 


wire polarized devices, general use will eventually be required. 

Illustrated on this page are the Bryant three-wire polar- 

ized plugs, receptacle base and face plate for 15A.125V.— Tomite wlan ae 
10A.250V. circuits. S111, Seo Page 51 
These devices assure a perfect ground, first, other devices in 
last and all the time. The extended contact a 
engages with grounding brush before load 

contacts engage and separate after live con- 
tacts have disengaged, eliminating all possi- 
bility of shocks from any cause. Recom- 


mended on washing machines, ironers, dish 
washers, hot plates, portable ranges, heaters, 
broiling ovens, ete. 


Completely enclosed brown ‘‘Templus”’ body ; Flexi- 
ble yoke makes easy adjustment without sacrificing SUP E R | O R W I R | N G D E Vi C i S 


rigidity after installation. Manufactured by 
J. 1231 THE BRYANT ELECTRIC COMPANY, BRIDGEPORT, CONN. 
MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 


BOSTON eve CHICAGO cee NEW YORK cee SAN FRANCISCO 


140 Federal Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 
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WADSWORTH 


, fr 
®)) (©) i( ) (@), (®) &)) ®) @ 


Enclosed Panelboard 
Catalog No. 16 BN 


The illustration on the right 
shows the Surface Type — 
Enclosed Branch Circuit Cut- 
outs attached to a WADS- 
WORTH Meter Service 
Switch. 


A trial will prove to your 
Contractor Customer that 
Wadsworth provides a Sim- 
ple, Quick and Time-Saving 
method of attaching Cabinet 
to Meter Switch and assures 
a Neat — Safe and satisfac- 


tory job. 


Enclosed 


Branch Circuit 


Cutouts 
and 


Panelboards 
Surface Mounting 
Type 
A Line that produces 


results for you and your 
Contractor Customer 
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Upon request we will mail Catalog 100-A 
giving complete information. 





Te WADSW 


TRICMFGG Inc. 





A New Subscriber:—R. T. Wood, coun- 
ter man, Associated Wholesale Electric 
Co., Los Angeles, has just subscribed 
for THE JoBBER’s SALESMAN. 








Hardware Council’s Recom- 
mendations to Wholesalers 

“1. Bea wholesaler. Do not finance 
irresponsible dealers, take 
chances with unworthy credit 
risks, or encourage inexperi- 
enced men to go into the retail 
business. 

. Limit sales effort to the terri- 
tory which can be served most 
economically and efficiently and 
discontinue unnecessary and 
unproductive service. 

. Employ fewer but more effi- 
cient salesmen. Train them to 
know the goods they sell. En- 
large the territory of each, and 
reduce the number of calls on 
the dealer. 

4. Carry adequate and well assort- 
ed stocks, so that substitution, 
back orders and factory ship- 
ments may be avoided. 

. Study the problems and require- 
ments of and work with and 
help the retail trade to operate 
with greatest efficiency; reduce 
operating costs wherever pos- 
sible and assist retailers to meet 
competition. 

“The wholesaler’s net profit, ac- 
cording to the National Hardware 
Association, is only 1-%% on his 
sales. * * * The solution of the 
distribution problem lies in greater 
efficiency of existing factors and the 
practice of proper economies all 
down the line. In short, it lies in 
following the suggestions of the 
Hardware Council. 
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“Undoubtedly the costs of whole- 
salers are greater than they should 
be. So are the costs of manufactur- 


ers and retailers. These costs can 
be materially lowered by a whole- 
hearted working together of whole- 
saler, manufacturer and _ dealer. 
Meanwhile self-preservation demands 
the closest of cooperation between 
the dealer and his wholesaler. The 
hardware wholesaler cannot exist 
without the retailer; the hardware 
merchant cannot exist without the 
wholesaler. Neither can survive on 
a profitable basis without the full 
support of the other. It is a com- 
nunity of interest in which each 
must do his part.” Llew S. Soule 


in Hardware Age. 
* * x 


House-to-House Canvas Pro- 
posed for Electricians 

A cooperative movement to sell 
adequate wiring for homes to pro- 
vide jobs for electrical workers has 
been launched by the Electrical Guild 
of North America and the Inter- 
national Brotherhood of Electrical 
Workers. 

In some 600 cities and towns 
throughout the country, idle elec- 
tricians will make a house-to-house 
canvass, under the direction of local 
electrical contractors, to sell repairs 
and extensions to existing household 
and business electrical equipments. 








Likes Electrical Business:—Mrs. Jack 
Siegel says that she just can’t keep away 
from the electrical supply business so 
she became a bookkeeper and _ steno- 
grapher at the Electric Supply Co., Inc., 
Birmingham, Ala. When Mrs. Siegel was 
Bertha Jay Demby she worked for the 
Alabama Electric Supply Co. 





to the salesmen 














GraybaR. 


O you know that your house has 
added these two NEW items to 
the DUNCO line of relays? 


It is important that you ask your 


signalling specialist for detailed 


information. 


This completes a real line 
of profit-building items 
that fill existing needs 
in many places. 





Some of the uses for the new 


DUNCO Light-sensitive cell unit: 
—operates store lighting momen- 
tarily for inspection; automatic 
light control by intensity of nat- 
ural daylight; automatic protec- 
tive factor in machine operation; 
automatic door opened; counting 
vehicles or persons passing a 
given point ; for smoke density de- 
tection; automatic light control 
in airports and emergency land- 
ing fields, ete. 








The DUNCO Electric Mag- 
netic Counter has many applica- 
tions—from counting production 
of machines at remote points to 
general counting application 
where it is possible to have con- 
tacts to be closed as unit to be 
counted closes the contacts or 
switch momentarily. 


C I 
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Radio Wholesalers Association, Inc. 


Louis Buehn, Pres. 

Philadelphia Chicago 

James Aitken, Vice-Pres. 
Toledo 


David Goldman, Vice-Pres. 
New York 


Robert Himmel, Treas. 


Howard Shartle, Sec. 
Cleveland 


Raoio 
HOLESALERS 
ASSOCIATION 


Harry Alter 
Chairman of Board 
Chicago 


David Trilling, Vice-Pres. 
Philadelphia 


H. G. Erstrom 
Executive Vice-Pres. 


Fred Wiebe, Vice-Pres. 
St. Louis 
H. E. Richardson, Vice-Pres. 
Chicago 
Chicago 


A. A. Schneiderhahn, Vice-Pres. 
Des Moines 


The information on this and the following pages has been prepared by 


H. G. Erstrom, Executive Vice-President, by Authorization of the Board 
of Directors of the Radio Wholesalers Association on June 5, 1929. 


Chicago Holds Radio Week 


An event similar to that of Na- 
tional Radio Week, although of a 
more concentrated effort is being 
promoted in the city of Chicago by 
the Radio Wholesalers Association 
for the week of November 30 to De- 
cember 6. Full details of this plan 
have been sent to all local associa- 
tions and members of the R. W. A. 
in every other city. 

It is planned that Radio Weeks 
will be observed in nearly all of the 
major markets with a_ resultant 
stimulation to radio business and a 
renewed interest in the industry on 
the part of the public. 

The plan originally started in De- 
troit, C. R. Morse of State Distribu- 
tors, being general chairman of their 
group. In this city the leading news- 
papers decided to reverse the old 
policy of securing advertising and to 
build a consumer demand by promo- 
tional copy, which was _ followed 
by the commercial advertisements. 
Other features in the theatres, broad- 
casting stations, etc., tied-in to make 
the event very successful. Enlarg- 
ing upon the Detroit idea, the Chi- 
cago group started to work on the 
same proposition with the net result 
that all of the Chicago metropolitan 
newspapers expressed their willing- 
ness to cooperate with the event 100 
per cent and are running promotional 
advertising copy, box editorials, news 
releases, feature items, and cartoons, 
urging the public to buy the new 
modern 1932 receivers. The plan is 
being extended by the Major Mar- 
ket Newspaper organization with 
members in nearly every city, as well 
as by the Hearst papers. Through 
the latter organization, Radio Weeks 


are being promoted in the cities of 
Atlanta, Omaha, Albany, Baltimore, 
Rochester, Washington, Boston, New 
York and Syracuse which bespeaks 
of the value of the idea. 

Robert Himmel, of Hudson Ross, 
Inc., has been named as _ general 
chairman of Radio Week and is also 
in charge of the Newspaper Contact 
Committee. Harry Alter, Harry 
Alter Co., is in charge of publicity. 
C. B. Mason, Jr., Chicago Talking 
Machine Co., is in charge of all 
broadcasting. Sam Rosenthal of Hy- 
land Electrical Supply Co., is in 
charge of theatres, cafes and clubs 
cooperation. H. G. Erstrom is in 
active charge of the work with the 
committee chairmen. 


Tube Reductions Aggravate 
Replacement Problem 


The effect of the recent reduction 
in prices of radio tubes on whole- 
salers, especially with reference to 
the replacement problem, has been 
admirably set forth by F. E. Stern, 
president, Stern & Co., Inc., Hart- 
ford, Conn., in an open letter to 
G. K. Throckmorton of E. T. Cun- 
ningham, Inc. As Mr. Stern is a 
director of the R.W.A. and is very 
active in the work of that association 
his attitude on the tube situation is 
of more than usual interest. Follow- 
ing is his letter in full: 


“In my estimation, the sale of 
radio tubes by the dealer and dis- 





St. Louis Holds Seventh Annual Southwest National Radio Show:—Paid admis: 
sions exceeded 44,000 and exhibitors reported that business actually signed 


established a new record. Attendance of out-of-town dealers was excellent. 
exhibits of tube testing apparatus were accorded much attention. 


The 
Interest in 


automobile sets ran high, one exhibitor reporting over 32,000 names placed on 


his registration book. 
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A LOW-PRICED 





Christmas PACKAGE 


THAT EVERY RADIO DEALER CAN SELL... 


A tested product, a novel gift, an arresting dis- 
play ... that’s the Sylvania Christmas Emurgentcy 


Kit. No dealer can afford to neg- 
lect it and no customer will be 
able to pass it by. 


The Sylvania Emurgentcy Kit con- 
tains tubes to fit each socket in 
more than 300 different radio sets. 
Through Saturday Evening Post 
and newspaper advertising, 
through radio broadcasting, these 
Kits are being sold to millions of 
consumers. There is a factory- 
packed Kit for every model of set. People are 
grateful to receive them, doubly grateful when 
the time comes to replace a worn-out tube and 
save an evening’s entertainment. Here’s one 
radio gift within the reach of every pocketbook. 





THE SET-TESTED TUBE 





The Christmas Emurgentcy Kit—four tested tubes in 
a sturdy box, with Christmas wrapping easily re- 


moved at end of season—costs no 
more than the tubes alone. It’s a 
gift to show, to sell, to give. Christ- 
mas window streamers, counter 
circulars, newspaper mats, window 
display ideas are at every dealer’s 
disposal. 


Every radio owner—every friend 
of a radio owner is a prospective 
buyer. Order now—Hygrade Syl- 
vania Corp., Dept. J12-1, Sylvania 
Division, Emporium, Penna. 
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Pacific Wholesale Adds New Display Room:—The Reiman Wholesale Electric 
Co., Los Angeles, announces its new merchandise display room, recently com- 
pleted which will be a permanent display for the benefit of the company’s cus- 
tomers. The first two days of the display were devoted to a drive interesting 


the customers to come into the store to see this display. 


Over 100 dealers vis- 


ited the showroom and obtained an excellent idea, not only on the line of mer- 
chandise, but also a visual demonstration of how it may be arranged in their 


stores to make an attractive display. 





tributor alike at these prices can only 
be profitable if a sale is made on a 
basis of finality. By that I mean that 
to continue to handle tubes on the 


existing replacement basis will not 
alone absorb what profit there is for 
the distributor, but will occasion the 
distributor an actual cash loss. 

“T have been of the same opinion 
for well over two years, which opin- 
ion has been strengthened greatly in 


the past year—that the existent 
racketeering on replacements will 
ultimately divorce distributors from 
the sale of radio tubes. 

“Similarly, I do not believe that 
any manufacturer can make a profit 
on tubes by continuing to give the 
same liberal replacement policy which 
you have had in force for so many 
vears. When radio tubes sold for $5 
and $6 each, with a questionable life 
because of inexperience in manufac- 
ture and engineering development, it 
was your duty and obligation to the 
public to guarantee your tubes for a 
reasonable period of time, and from 
that guarantee developed the now 
existing perpetual replacement pro- 
gram. 

“The present price of merchandise 
does not warrant a continuation of 
any such guarantee. It is my earnest 
recommendation that your company 
and the Radiotron Division of the 
R. C. A. leaders in the field of tube 
sales by virtue of advertising and 
public acceptance, take the initial 


step which is incumbent upon you 
because of your responsibility of 
leadership. 

“This step should be the definite 
testing of the tube by the dealer to 
the consumer at the time of sale. 
Such tube, if then operating prop- 
erly, becomes a final sale, without 
recourse. Similarly, the jobber should 
test his tubes before shipment to the 
dealer, and all claims by the dealer 
must be made within five days, tubes 
to be identified by the jobber before 
shipment to the dealer, in order to 
eliminate the abuse which the dealer 
is making of the return privilege. 

“An analysis shows me that in our 
tube business, we handle a tube on an 
average of seven times for each sale. 
We purchase a tube from you, and 
it is handled once upon its initial 
receipt. It is handled again upon 
shipment to a dealer. Our replace- 
ment shows that for each tube sold, 
the dealer returns it to us, necessi- 
tating a third handling. We, in turn, 
handle the tube in our shop a fourth 
time to determine whether the deal- 
er’s claim is justifiable or not. It is 
then handled a fifth time by our ship- 
ping department in making a replace- 
ment to the dealer. It is then handled 
a sixth time by shipping the defective 
tube to E. T. Cunningham. And it 
is finally handled a seventh time upon 
its receipt from E. T. Cunningham. 

“As regards the transportation 
costs, we stand the initial transporta- 


tion costs on our purchases. We 
stand the replacement transportation 
cost to the dealer, as the dealer 
definitely and finally will not pay 
more than one transportation on an 
item which he buys. We handle a 
third transportation cost in shipping 
the tube from our stock to your lab- 
oratory. We absorb a final fourth 
transportation cost upon your ship- 
ment of the replacement tube from 
your laboratory to our stock. 

“Obviously, at the present price of 
tubes, any such handling charges not 
alone absorb our initial profit, but 
leave us in the red, without taking 
into consideration our internal over- 
head charges of shipping room, shop, 
packing, and accounting. 

“The handling of your proposed 
20% bonus effects a further handi- 
cap on us for not alone will we sell 
20% less tubes because of this bonus, 
but we will have a 20% additional 
replacement factor on which we will 
absorb the various overheads out- 
lined above. 

“It should be apparent to you that 
other than the transportation items, 
you incur all of the expenses which 
we incur in your own shipping and 
replacement departments, to say 
nothing of the cost which you incur 
by the replacement of defective mer- 
chandise with new. 

“Our experience shows us that a 
hundred tubes which we take out of 
stock for use in our own stock for 
testing purposes, give us a life of 
three months minimum, with not 
more than 5% of actual defective 
tubes. Between this 5% and the 
number of tubes which are rehandled 
by us for our dealers’ accounts is a 
percentage running in various terri- 
tories, from my observation and in- 
quiry from 20% to 50%. Those 
additional claimed defects should be 
branded for what they are—namely, 
dishonest racketeering. 

“T believe that a dealer is essen- 
tially honest, but there is some 
strange quirk in his makeup which 
permits him to sell a customer a re- 
placement set of tubes, take in from 
that customer a used set, which has 
given normal service, without allow- 
ance to his customer for any sum 
against the new purchase price, re- 
turn these used sets to his distribu- 
tor, and expect a 100% replacement, 
and then deliberately sell them over 
his counter for full price. 

“Both the distributor and manu- 
facturer are being victimized. No 
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individual distributor can stop this 
abuse. But E. T. Cunningham and 
the Radiotron Division, because of 
their position of leadership in the in- 
dustry, can and should accept their 
moral responsibility for the correc- 
tion of this abuse. 

“I believe that this letter is of gen- 
eral interest. I believe that the 





responsibility is squarely on your | 


shoulders. I believe that it is time 
that these abuses were stopped. And 
I believe that it is time that the 
manufacturer protect his distributing 
organization by taking a stand which 
will insure his distributors a reason- 
able profit for the efforts they expend. 

“IT am, therefore, forwarding a 
copy of this letter to the various 
trade journals in the hope that they 





.may editorially be of value and serv- | 
ice to you in moulding public opinion | 
towards the acceptance of this policy. 


I realize that it is a question of pub- 


lic education and that in taking this | 


step you will be entitled to the sup- 
port of the industry in helping you 
mould public opinion to the realiza- 
tion that they are not entitled to any 
further guarantee on a radio tube 
than they are on their Mazda lamp. 
It is for this reason that I feel that 
the trade journals can be of value to 
you, and it is with the hope that you 
will rapidly and promptly give your 
serious consideration to this problem 
that I am addressing my communica- 
tion to you.” 








Busy Men:—In charge of the counter of 
Listenwalter & Gough, Los Angeles, are 
T. G. Elliott, left, and Al. K. Hall. It 
was hard to get them both away at the 
same time. When Al. would be free for 
a moment some contractor would have 
T. G. corralled and vice versa. 


















































CRESCENT ARMORED WIRE CO. 


CRESCENT 
WIRE: 


its appeal to the 


JOBBERS SALESMAN 
in 1932 — 


When you mention Crescent Wire 
to a contractor or builder you 
don't have to go into a detailed 
explanation of the merits of the 
product or the standing of the 
manufacturer. 


This company, through forty- 
three years of consistent progress 
has earned and won a reputation 
for quality that is known through- 
out the industry. 


Get off to a flying start—make 


Crescent your sales opportunity in 
1932. 





CRESCENT 
PRODUCTS 


“Crescent” National 
Electric Code Rub- 
ber Covered Wire 
and Cable. 

Intermediate Grade 
Rubber Covered 
Wire and Cable. 

“Imperial” 30% Rub- 
ber Covered Wire 
and Cable. 

“Crescent” Lead En- 
cased Wire and 
Cable. 

“Crescent” A. B. C. 
Armored Bushed 
Cable. 

“Crescent”? Lead Cov- 
ered Armored Cable. 

“Crescent” Flexible 
Metallic Conduit. 

“Cresflex’’ Non-Me- 
tallic Sheathed Ca- 
ble. 

“Crescent’’ Varnished 
Cambric Cable, Lead 
Encased or Braided. 


All kinds of special 
wires and cables. 











Insulated Wire and lable Co. 


TRENTON N.J.- 
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MANUFACTURERS’ 





New Ultra-Violet Book 
Issued 


As part of the cooperative market- 
ing program on the new Type S-2 
Mazda Sunlight Lamp, launched this 
fall by 18 manufacturers of lighting 
equipment, a new booklet entitled 
“Ultra-Violet for Everyone” has 
been issued. 

The booklet contains a comprehen- 
sive treatise on the subject of ultra- 
violet, describing in detail the techni- 
cal and general features of the new 
Mazda Sunlight Lamps, as well as 
their application. It features a ques- 
tion-and-answer section covering the 
most commonly asked questions con- 
cerning ultra-violet which arose dur- 
1; last year’s advertising campaign. 

The 18 manufacturers cooperating 
in the wtra-violet equipment market- 
ing program are: Beardslee Chande- 
lier Manufacturing Co.; Benjamin 
Electric Mfg. Co.; Brady Manufac- 
turing Co.; Curtis Lighting, Inc.; 
Dominion Electrical Mfg. Co. ; Frink 
Corporation; General Electric Co.; 
Edwin F. Guth Co.; Healthmaster 
Sun Lamp Co.; Holophane 
Co., Inc.; The Kayline Co.; Lighto- 
lier Co.; Luminator, Inc.; Miller 
Co.; Moe-Bridges Co.; S. Robert 
Schwartz & Bro.; F. W. Wakefield 
Brass Co., and the Westinghouse 
Electric & Mfg> Co. 


Ray 


EWS 


Current news of changes in personnel and location. 
Illustrations of new and improved products and an- 
nouncements of latest literature 


J. W. Foster Represents 
Gillinder 
John W. Foster is in charge of 
the Chicago territory for Gillinder 
Bros., Port Jervis, N. Y., with offices 
at 17 N. Wabash Ave., Chicago. Mr. 
Foster comes to Gillinder Bros., Inc., 
after many years of experience in 
both the illuminating glass and fix- 
ture business. 
' +> 
Holophane Announces 
Cameron as Manager 
The Holophane Co., New York 
City, announces the appointment of 
A. D. Cameron as manager. Mr. 
Cameron is well known in the indus- 
try especially from his long connec- 
tion with the street lighting depart- 
ment of the General Electric Co. at 
Schenectady. He succeeds E. L. 
3radbury who resigned to become 
sales manager of Gillinder Bros., Inc., 
Port Jervis, N. Y. 
.* ' 
Anaconda Announces Two 
Promotions 
Two promotions in its sales de- 
partment have been announced by 
the Anaconda Wire & Cable Co., 
New York. F. W. Brower has been 
named manager of rubber wire sales 
and H. N. Otis has been named sales 
promotion manager. 
x Ok Ox 
Harry Chirelstein Enters 
Clock Field 
The Belmont Clock Co., 2222 
Diversey Blvd., Chicago, has recently 
been organized by Harry Chirelstein, 
formerly of the Sonatron Tube Co. 
This company will manufacture a 
complete line of moderate priced 
electric clocks. 
oe 
Kester Wins Patent Suit 
The Kester Plastic Rosin-Core 
Solder patent has been held valid by 
the U. S. District Court in the suit 
of the Kester Solder Co., Chicago, 
against the Silva Wares Co., Inc., 
and the New York Solder Co., Inc. 


A. H. Jaeger With Electro- 

master 

The appointment of A. H. Jaeger 
as general sales manager is an- 
nounced by R. B. Marshall, general 
manager of Electromaster, Inc., De- 
troit manufacturers of ‘“Electrochef” 
electric ranges. 

Mr. Jaeger’s experience in the 
electrical specialty field has been ex- 
tensive. As manager of an electrical 
jobbing house in Seattle, he promoted 
the sale of many major electrical 
household devices and_ electrical 
supplies. In 1916, he became the 


range specialist of Hotpoint Elec- 
trical Heating Co. of California. In 
1926 he was appliance division sales 
manager of that company; he re- 
signed to become sales manager and 





A. H. Jaeger 


secretary of the Leonard Refrigera- 
tor Co., of Grand Rapids, Mich. He 
subsequently was promoted to first 
vice-president in charge of sales. 

Mr. Jaeger has served on the mer- 
chandising and refrigeration commit- 
tees of the N.E.L.A. He has been 
chairman of the executive commit- 
tee of the National Refrigerator 
Manufacturers’ Association, and past 
president of the Chicago Sales Man- 
agers’ Club. 
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(THE illustrations accom- 





No. 90 single unwired unit for T-10 
favioltie-vape-testoMete-telet-taeMer-t min ee <a 
porcelain Day-Brite’s special design 


panying show but a few 





of the many sales builders 
maa § 


. J 
that are listed in the new 
No. 190 two light unwired unit for T-10 
MM atloltil-tal-leste ME la-lelet-laeMer lee <i 


Day ad Brite Catalog No. 9, porcelain Day-Brite’s special design. 
iL 

If you do not have a copy ques = - 
ARSED 


of this catalog, _— z 














No. 80 single unwired unit for 
T-6'. tubular lamps. Interme 
diate base. Socket porcelain 
Day-Brite’s special design. 


Write for one. 


It will help you make many 


more sales next year. 





No. 95 Single unwired unit 
Koya ba-bolet-taeMe-teshel MaeMel!) 
watt. Socket porcelain Day 
Brite’s special design. 














No. 40 exterior refrigerator 
Fr-detatel amt te tia fo) ame We Li matl om 
ilar lamps, standard base. 
Also furnished in assembled 
and wired sets. 


No. 135 bracket light 
for T-10 tubular lamp, 
standard base—these 
brackets are also fur 
nished in a variety of 


No. 720 picture lighting 
unit for T-10 tubular 
lamp, standard base 
poet: Te (eV C eM (eam La-velel-tael 
lamp to 60 watt. 


designs 

















No. 1012—-18” cashiers’ 
cage reflector, made in 
four sizes, for tubular 
VF vecbel Mar belo ME La-belot- bac 
lamps and 60 watt. 


Furnished in both brass 

and steel with brass 

pull-chain socket 

wired complete. No. 2600C interior electric 
signs furnished in two 
standard sizes and a variety 
fey Msstelttetates aia gia me 


No. 1900 continuous showcase lighting fixture for T-10 tubular 
lamps, standard base. Sockets porcelain Day-Brite's special design. 

















DAY-BRITE REFLECTOR CO. 
3825 Laclede Ave. ST. LOUIS, MO. 
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| 


Every 
Contractor 


Your Prospect 
FOR THE 


— ELECTRICIANS— 
SPECIAL 


HACK SAW BLADE 


A blade especially designed for 
electrical work—superior to the 
ordinary blade—yet costs no 
more. 

A small investment gives you 
quick turnover with big profits. 
Sell the blades when you sell 
the regular line of supplies. 
Advertised to your trade each 
month in “Electrical Contract- 
ing.” Take advantage now of 
the demand created for you. 


Ask about the attractive 
merchandising service available. 


Teeth 

on forward end 
start the cut 
smoothly 


Regular 
Teeth 
Complete 
the cut 


THE BLADE WITH THE 
SELF-STARTING TEETH 


MILFLEX 
DUPLEX 


PATENTEO USA 


ELECTRICIANS SPECIAL 


Write 


The HENRY G. THOMPSON 
& SON CO. 


Est. 1876 New Haven, Conn. 


ee ee 








Signal Appoints Four 
Representatives 

The Signal Electric Mfg. Co., 
Menominee, Mich., announces the 
appointment of four new direct fac- 
tory representatives who will carry 
a complete stock of Signal products 
for immediate delivery in their re- 
spective territories. 

The new representatives are: Han- 
del-Davies Co., Cleveland, O.; P. M. 
Day & Co., Detroit, Mich., Scott- 
Jacqua, Inc., Indianapolis, Ind., and 
Mr. W. C. Laing, Cincinnati, O. 

se: 

New DeForest and Jenkins 

Head Announced 

The DeForest Radio Co. and the 
Jenkins Television Corp. of Passaic, 
N. J., announce the resignation of 
Charles G. Munn as president of 
both companies, and his election as 
chairman of the Executive Commit- 
tee of both companies. Leslie S. 
Gordon, who has been identified with 
banking and manufacturing activities 
in Chicago, succeeds Mr. Munn as 
president of the DeForest and Jen- 
kins companies. The personnel of 
both organizations remains the same. 

. .«¢ * 
“Bob” Bishop Dies 

C. R. “Bob” Bishop, sales repre- 
sentative for the Harry Hubbell Co. 
in the Ohio, Kentucky and Tennessee 
territory, died of heart failure on 
November 10 at Dayton, O. “Bob” 


was exceptionally well known in the 
territory which he covered, having 
been with the Post-Glover Electric 
Co., Cincinnati, for 15 years, prior 
to his connection with Hubbell and 
was associated with the latter com- 
pany for the past 10 years. 
ae. 
W. J. Aschenbrenner Dies of 
Injuries 
W. J. Aschenbrenner, sales man- 
ager for Thompson & Holmes, Ltd., 
San Francisco distributor of refrig- 
erators and radios, died at the Mills 
Memorial Hospital, San Mateo, 
Calif., on Oct. 29. He was previ- 
ously secretary-manager of the Pa- 
cific Radio Trades Association. 
+s * * 
E. L. Hawley Represents 
Conlon 
E. L. Hawley Co., 149 California 
St., San Francisco, has been appoint- 
ed northern California representative 
of the Conlon Corp., of Cicero, IIl., 
manufacturer of washing machines 
and cabinet automatic ironers. E. L. 
Hawley is well known as an elec- 
trical manufacturers’ representative 
in the Coast territory. He pioneered 
and for several years handled sales 
of the Apex Electrical Mfg. Co.’s 
appliances on the Pacific Coast. 
Other western representatives of the 
Conlon Corp. are: Pacific Northwest, 
Leo Cox, Seattle; Intermountain, 
John A. Miller, Denver. 





Electrical Group at World’s Fair:—This is the architect’s conception of the Elec- 
trical Group, fifth structure of Chicago’s 1933 World’s Fair, now being erected on 
Northerly Island. The building unit on the extreme left will house the exhibits 
of radio. The building in the center will be devoted to exhibits of telephones 
and telegraph; and the three-quarter circular unit on the right will portray the 
generation, distribution and utilization of electricity. 
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Ae 
An Appleton Team:—Just two hard 
working boys of the Appleton Electric 
Co., Roy Hawkims and Hal Jennings. 





Electric Heater Under New 
Management 

Harvey Hubbell, Inc., Bridgeport, 
Conn., has disposed of its interests in 
the Electric Heater Corp., effective 
November 6. The Electric Heater 
Corp. will continue manufacturing 
instantaneous and tank type heaters 
under a new management. 

x * x 
Norge Increases Sales 
Personnel 

Norge Corp., Detroit, manufactur- 
ers of Rollator refrigeration an- 
nounce the addition of the following 
men to direct field selling operations: 
E. S. Ridgway; F. O. Fleischer; J 
J. Davin and J. R. Blotcher. This 
group of divisional managers is to 
supplement the established field rep- 
resentation already set up by Norge. 
In addition J. A. Sterling has been 
appointed to assist in sales promo- 
tion work. 

The Norge Corp. has increased its 
facilities through the recent acquisi- 
tion of the Alaska Refrigerator 
Corp. of Muskegon Heights, Mich., 
and has also enlarged its plant opera- 
tions at Detroit. 

* = * 
New Distributors for 
Altorfer 

Altorfer Bros. Co., Peoria, IIl., 
manufacturer of ABC washing ma- 
chines, has appointed the following 
distributors in Pacific Coast  terri- 
tory: Unger & Watson, Inc., Los 
Angeles ; Thompson & Holmes, Ltd. 
San Francisco; and the Majestic Dis- 
tributing Co., Seattle. All of these 
companies now are distributing Ma- 
jestic refrigerators and radios on the 
Pacific Coast. 







MURRAY 


ear ET ¥ SWITCHES 






































CATALOG No. 273 

Combination main line, range and 
lighting switch. TO BE USED WITH 
NEW METER SEQUENCE (meter 
| connection test block before meter). 


CATALOG No. 786 
Combination 60-amp., 3-pole, 2-fuse meter 
service switch with accessible main fuses 


and means of meter testing, range and light- 
ing fuse attachment with 1 60-amp., 3-wire 
range circuit and 4 30-amp. lighting circuits. 





CATALOG No. 267 
Combination 60-amp. 
main line switch and 
fuses—1 60-amp., 3 
wire range circuit; 4 
30-amp. lighting cir- 
cuits. 







your electrical contract- 
ors will be getting more 
electric range jobs... . 


. .. and that opens up to you job- 
bers’ salesmen greater opportunities 
for the sale of not only the most 
complete, but universally approved 
line of combination, main line, 
range and lighting switches—the 
MURRAY line. 

All information you require is con- 
tained in the MURRAY Range 
Switch Bulletin—it also shows wir- 
ing diagrams and list prices which 
interest your contractor customers. 


METROPOLITAN 
DEVICE CORPORATION 


1250 ATLANTIC AVENUE 
|' BROOKLYN: NEW YORK 
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New Electrical Products, Illustrated fet 





ORDON Co., Warren, O., has 

brought out its new “Model A 
Beaver” % to 2-in. portable pipe 
machine. It will cut, thread and 
ream ¥% to 2-in. pipe-steel, wrought 
iron, brass or cast iron. (With 
geared tools and extension shaft up 
to 12-in.) Three opening die heads 
are supplied. Operator changes die 
heads not loose dies. Other points 
are: %-horsepower Universal mo- 
tor, reversible at the switch; oil 
pump is mounted on outside for 
convenience; main castings are of 
alloy aluminum; die head can be 
tilted back out of the way, and it 
is not necessary to back off over 
the finished thread. 





HE Trumbull,Electric Mfg. Co., 

Plainville, Conn., has added to 
its line a combination range and en- 
trance switch with branch circuit 
cutouts. This unit can be furnished 
for either accessible or sealable 
main fuses. The entire device is in 
one box with two sections, each sec- 
tion having a separate cover. The 











upper section contains a_ fusible h; 
main switch, three pole, with two : 
blades, two fuses and a neutral ter- hi 
minal and the lower section, a two Ww 
pole, 60 amp. dead fuse puller and be 
either two, four or six branch cir- 
cuit cutouts. st 
in 
E 
w 























MODERN, indirect lighting fixture has been placed on the market th 
by the Wheeler Reflector Co., Boston. The “Shadowless” indirect g 
fixture, left, is finished outside in contrasting antique ivory and polished 
aluminum. The reflecting surfaces are white porcelain enameled steel; a 
the canopy fits 3%-in. and four-in. outlet boxes, and incorporates an n 
aligner to compensate for irregularities in the ceiling. A new “Arcolux,” S 
right, has also been announced. It is of two-piece construction with a | 
rugged, easily-wired canopy which has a side pipe outlet. The 30 degree fc 
angle reflector is of porcelain enameled steel with exterior finish. It is | ri 
made in three sizes, accommodating 60 to 200 watt lamps, and is especially 
designed for the intensive lighting of small circular and oval signs. | 
as 
rfft rr - . , 7 Sd E 
TRUTHERS-DUNN, Inc., 128 
N. Juniper St., Philadelphia, an- LIONEL No. 456 electric range, h 
nounces the “Dunco Electric Eye.” manufactured by the Lionel r 
This light control relay unit has Corp., New York, comes in a size a 
many industrial and experimental suitable for the kitchenette apart- . 
applications. It combines a light ment, bungalow or other utility ap- cl 
operated cell and sensitive relay in- plication where space is at a pre- la 
strument and uses a 112-A tube. It mium. It is finished in two-tone 
will function with either an increase enamel and has four electric heater = 
or decrease of light. The case is units wound with durable nickel tc 
finished in aluminum and measures chromium wire; two in the oven 
6x5x3 in. over all. Standard units and two in the open side plates. The ; 
operate on 110 volts, 60 cycle. Units oven units are easily removable for 
for other voltages and frequencies cleaning. Two especially designed 
can be furnished. heater switches, mounted back of the 
front panel, so control the heating 
of the elements that any one ele- V 
ment may be used alone or in con- C 
junction with any other. 
p 
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R. C. Elwell Joins Arcturus 

Robert C. Elwell recently joined 
the sales staff of the Arcturus Radio 
Tube Co., Newark, N. J. Mr. Elwell 


is pS em 





R. C. Elwell 


has had extensive experience through 
his previous connections, having 
worked for radio dealers and job- 
bers. This broad experience will 
stand him in good stead in contact- 
ing accounts in his territory. Mr. 
Elwell will operate through the mid- 


west territory. 
en < 


Curtis Lighting Appoints 
Resident Engineers 
Curtis Lighting, Inc., announces 
the new appointment of resident en- 
gineers in the southern California 
and Arizona territory: W. K. Tur- 
ner, former resident engineer of 
Seattle territory, and T. A. Esling, 
former resident engineer Detroit ter- 
ritory. 
“ee 
Berno Westinghouse Radio 
Sales Manager 
Harry L. Berno, who has been 
associated with the Westinghouse 
Electric & Mfg. Co. for 11 years, 
has been appointed acting radio sales 
manager. For the past five years he 
has been associated with the mer- 
chandising department and for the 
last two and one-half years has been 
assistant to F. R. Kohnstamm, direc- 


tor of merchandise. 
* * x 


Replogle a Vice-President of 
De Forest 
D. E. Replogle has been elected a 
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NOTE THESE THREADS 


See how clean and sharp they are! Look also at the 


depth of threads and the freedom from broken spots 
and slivers of metal. 


This photograph illustrates the threading typical of 
every length of Fretz-Moon Conduit... threading, which 
because of the precision and craftsmanship which pro- 
duce it and the absolute uniformity of the metal in which 
it is cut, makes fitting easier and faster, and results in a 
high-class, tight-fitting job. 

Three finishes meet every need ... ENAMELITE, black 
enameled; ELECTRO GALVITE, electro-galvanized; and 
HOT DIPPED GALVITE, galvanized with a protecting 
coating of pure zinc by the hot dip process... all three 
with a glass-like enameled inner surface. 


FRETZ-MOON TUBE CO., Inc. 


Butler, Penna. 


TRETZ-MOON 


RIG/D CONDUIT 
«MR ine neal 


vice-president of the DeForest Radio 
Co., Passaic, N. J., in addition to his 
previous office of chief engineer. 
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New Electrical Products, Illustrated 





NDUSTRIAL controller division 

of the Square D Co., Milwau- 
kee, Wis., announces the “Class 
2510 WS,” a compact and rugged 
manual starter of unusual perform- 
ance. The three pole starter is de- 
signed to control across-the-line 
single and polyphase motors of 2 
H.P. or less. Although particularly 
adapted to fan, blower, pump, air A N entirely new principle of fuse 


compressor, machine tool and loom construction is introduced by 
installations, it is suitable for gen- 


eral applications where remote con- 
trol and low voltage protection are 
not essential. Push button opera- 
tion and compactness without sacri- 
ficing wiring space are the outstand- 
ing features of the manual starter. 
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TY OKOMO Little Lady” range 

No. 490, brought out by the 
Kingston Products Corp., Kokomo, 
Ind., is a toy electric range, modern 
in design and finished in marble 
mix. The heats are pre-determined 
for best actual cooking results. 
Equipment includes attractive dur- 
able utensils, heat indicator and 
cook book. 











HE new “Gold Star Model” 

cleaner announced by the Ham- 
ilton Beach Mfg. Co., Racine, Wis., 
has a motor driven beating brush, 
ball-bearing motor and greater suc- 
tion than the former model. Eleven 
improvements and refinements are 
offered, including: increased motor 
power; new reversible nozzle brush; 
stream-line nozzle; new bag with 
deeper dirt trap; new gray handle; 
self-lubricating wheels, and an all 
rubber cord. 








HE Yaxley Manufacturing Co., 

1528 W. Adams St., Chicago, 
announces a new radio convenience 
outlet for aerial and ground con- 
nections. The receptacles consist of 
two specially designed jacks that 
mount on a strap separate from the 
cover plate which serves as a face 
plate only. The strap has plaster 
ears. Two plugs of a new design 
are also provided for quickly and 
easily attaching the aerial and 
ground wires of the set. 


the Associated Engineers Co., Chi- 
cago, in its new “AE” renewable 
fuse. The design of this new fuse 
departs completely from the use of 
nuts, bolts and washers, as a means 
of making contact between link and 
terminal. The link is formed to fit 
on a-rigid asbestos “carrier,” posi- 
tive link and terminal contact being 
made by the terminal pin abutment. 
A part of the carrier projects be- 
tween the calibrated portions of the 
link, making an effective arc barrier 
between the link’s main sections. 
No tools are required in renewing 
the link. 











HE California Fruit Growers 

Exchange, Chicago, is announc- 
ing a new gift model “Sunkist Jr.” 
electric extractor for holiday selling. 
The body is finished in lustrous 
black, the bowl is of jade green 
glass, and the extracting bulb of 
Ivory bettleware. 


NOX Porcelain Corp., Knox- 

ville, Tenn., is introducing a 
new type of porcelain toggle switch 
which it manufactures in the single 
pole, double pole and_ three-way, 
packed in individual cartons with 
Board of Underwriters approved 
mechanism. 








LECTRIC Sténal Co., 

Ltd., Los Angeles, 
Calif., announces the 
“Flanders” two-note (notes 
C and G) “Velvatone’”’ 
door chimes, type 2-C-2. It 
has a removable orna- 
mental shield concealing 
the entire mechanism. 
Chimes are made of “bell 
metal” and the volume of 
each chime is regulated by 
turning a small adjusting 
screw and the timing ot 
chimes regulated by a 
simple adjustment of the 
accessible control unit. 
Note C is 39 in. long and 
note G 45 in. long. Unit 
has a shielded non-burn- 
out solenoid. 
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Takes Charge of Fuse Sales:—Dana 
Harland is now in charge of “AE” fuse 
sales for the Associated Engineers Co., 
Chicago. 





New Labeling of Approved 
Cords 

In an effort to provide identifica- 
tion for safe approved forms of cord 
the National Electrical Manufactur- 
ers Association has developed a ma- 
chine with which small bracelet-like 
Underwriters’ Laboratories’ Labels— 
printed in colors will distinguish 
types of cord. These labels will be 
arranged for easy removal by the 
ultimate purchaser. It is planned to 
have them applied to approved cord 
at five ft. intervals. 

This label makes it possible for the 
inspector, retailer, and consumer to 
recognize approved cord. In the past 
this has been impossible for anyone 
not familiar with the construction of 
cord to recognize, from external ap- 
pearances, cord of the approved type. 

The need for this identification is 
illustrated by the report of the New 
York City Board of Fire Underwrit- 
ers which declares that in 1930 sub- 
standard cord was responsible for 
76% of New York’s fire losses from 
electrical sources. It is believed that 
this identification will mark the be- 
ginning of the elimination of sub- 
standard material. 

The new identifying label adds 
nothing to the cost of the approved 
forms of cord and the difference in 
cost between the approved and un- 
approved cords in lengths commonly 
employed for lamps and appliances 
varies from three-quarters of a cent 
to two cents per average length. 

As the first step in dealing with 
this situation several thousand double 
page letters were sent to purchasers 














ook for 
a big jump 
in your sales 


.. this 2-WATT NEON GLOW LAMP 


now to be NATI 





A colorful counter-window display 
card with easel is available for deal- 
ers. Also attractively illustrated 
folders. Specify quantity desired 
when ordering lamps. 





















ONALLY ADVERTISED 


More than 4,500,000 readers of Collier’s 
Weekly, Good Housekeeping, Parents Maga- 
zine and Hygeia during 1932 will learn the 
value of and the many uses for the 2-watt 
Neon Glow Lamp—as a night light in the 
home, in the bathroom, nursery, sick room. 
cellar stairs, for illuminating house numbers. 
ete., ete. 

Since this inexpensive Neon Glow Lamp. 
with its amazingly low consumption of cur- 
rent, has up till now achieved a remarkable 
sales volume entirely without advertising. you 
may be sure of a big sales jump when this cam- 
paign gets under way. Be prepared. Order now! 
General Electric Vapor Lamp Company. 891 
Adams St., Hoboken, N. J. 


511 € 1931, G.E V.L. Co. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 









No. 24 Heavy 
Wire Guard 
for 
Open-type flood 
lights. Wire is 
welded at each in- 
tersecting point and 
finished in Cadmi- 


«ae um plate. 
YS Focusing 
SS Inner 
Beam 
Projector 


builds up lighting in- 
tensities at distant 
points. 





Bank of 


‘Quad”’ 
units. 


ra) 

























LEXIBILITY is the key note of 
this up-to-the-minute “Quad” unit. 
Single, double, or multiple bracket 
mountings with new “Quad” 1000 
watt rectangular reflector. Justly 
the popular favorite for lighting foot- 
ball fields, skating rinks and all other 
sport or service areas. 

Inner Beam Projector builds up light- 
ing intensities at more distant points. 






Use “Quad” catalogue as hand-book 
of lighting data. Circular describing 
and illustrating new outdoor lighting 
equipment on request. 











Juadrangle 











ta @ Manufacturing Co. 





SO. PEORIA ST.,CHICAGO, ILL. 
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Winning Sales! 


A modern product, mod- 


ern sales and service meth- 


ods, an aggressiveness that 


meets 1931 conditions but 


based on the ideals and 


character of a company that 


during 


its 


long life 


has 


never short-changed a cus- 


tomer—never lied to gain 


a profit. 


When you sell @ Panel- 


boards you make a friend 


—and usually get the or- 


der 


for staples as well. 


Study @ Products and Sales 


methods. 


Write for the 
® catalog and 
say that you 


are really go- fe . 


ing to start 
SELL @ Pan- 
elboards. An 
@ man near 
you will help. 





Frank Adam 


ELECTRIC COMPANY 


Albuquerque, 
N. M. 
Atlanta, Ga. 


Baltimore, Md. 


Boston, Mass. 
Buffalo, N. Y. 
Chicago, Il. 
Cincinnati, 
Ohio 
Cleveland, 
Ohio 
Dallas, 
Denver, 
Detroit, 
Kansas 
Mo. 


Texas 

Colo. 

Mich. 
City, 


ST. LOUIS 


Los Angeles, 
Calif. 

Memphis, 
Tenn. 

Minneapolis, 
Minn, 


=“ Orleans, 


a, 
New York 


Omaha, Nebr. 
Orlando, Fila. 


Philadelphia, 
Pa. 

Pittsburgh, 
Pa, 


St. Louis, Mo. 
San Francis- 
co, Calif. 
Seattle, Wash. 
Tulsa, Okla. 
Toronto, Can. 

Vancouver, 
Can. 

Winnipeg, 
y , Can. 

Hamilton, 
Ont. 

Montreal, 
Can. 











New England Representative: — Al- 
bert Kamen has been appointed repre- 
sentative for the Inland Glass Works, 
Inc., Chicago, and will cover the terri- 
tory consisting of Cleveland, Youngs- 


town, Akron, Canton, western New 
York and southwestern Pennsylvania. 


of cord, inspectors, and those influ- 
encing buying habits of the public. 
One newspaper syndicate covering 
150 papers will run a series of arti- 
cles on the importance of safe cord 
and numerous magazines will use 
space dealing with this subject. 

It will be some months before all 
approved, but unlabeled cord will be 
off the market but it is believed that 
the trade should be informed so that 
wholesalers, contractors, and retail- 
ers will understand the significance 
of the new labels and capitalize on 
this mark of approval on safe cord. 

* Ok Ox 


Latest Trade Literature 

Struthers Dunn, Inc., 128 No. 
Juniper St., Philadelphia—Two cata- 
log sheets illustrating and giving fur- 
ther information on “Dunco” elec- 
tric magnetic counter and the new 
“Dunco” mechanical latch electrical 
reset relay. 

Electromaster, Inc., Detroit—““The 
Finest Cooking Money Can Buy” is 
a new booklet designed to help the 
retail salesman sell “Electrochef” to 
the housewife. 

Belden Mfg. Co., 4689 W. Van 
Buren St., Chicago—“Belden Elec- 
trical Wire Accessories Bulletin No. 
4583”. 

American Circular Loom Co., Inc., 
New York—A new four page folder 
on “Xduct,, and “Electroduct” made 
from Spellerized and Scale-Free pipe. 

Kleigl Bros., 321 W. 50th St., 
New York—A completely revised 
new catalog with list prices, con- 
veniently arranged for quick refer- 
ence. 








SHERMAN—— 


BATTERY 
CLIPS 


Patented 


Made in two sizes to meet all 
needs of series charging, con- 
stant potential charging and 
charging of radio batteries. 
Made in one piece of special 
spring steel, lead coated, giving 
a quick, tight, secure and elec- 
trically efficient connection— 


FUSE 
CLIPS 


The extensive line 
of Sherman Fuse Clips 
is made from the best tear orm 
They are very carefully designed 
and accurately made, thereby in- 
suring electrical efficiency and 
perfect durability. 


Write for catalog describing 
the complete Sherman line of 
Battery and Fuse Clips. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 























ELECTRICAL 
DISTRIBUTION MAPS 
No. 1. Manufacturers’ Sales 
Districts. 
Wholesale Trading 
Areas. 


Location of Existing 
Wholesalers. 


Single Maps $3.50 
Set of 3 $10.00 


No. 2. 


No. 3. 


VERIFIED LIST OF 
ELECTRICAL 
WHOLESALERS 


With supplementary radio and 


hardware lists. 
To Advertisers: 
$10.00 First Copy 
5.00 Additional Copies 
To Non-Advertisers: 
$30.00 per Copy 


Order from 


THE JOBBER’S SALESMAN 
520 N. Michigan Ave. 
Chicago, Iil. 











































... every 
electrical 
contractor 

on your list 
buys and uses 


a lot of Sheathed 
Cable. . . Alphaduct 
Co's. “SX” is the 
right article for them. 
ALPHADUCT CO. 


136 Cator Avenue 
JERSEY CITY, N. J. 

































Alex R. Benson, Inc., Hudson, N.Y. 
Since 1873 














Men Available 
Wholesaler Operating Executive :—Fif- 


| teen years’ experience in operating elec- 


trical supply houses as service manager 


| and purchasing agent, and as general 


” | service manager of local chain affiliated 
| with large national group. Has re-organ- 


| ized physical arrangement and operating 
| routine of several branch houses. Experi- 
| ence includes handling complete line of 


| experienced operating executive at 


wiring and construction materials, also 
radio and major appliances. An unusual 
opportunity to secure the services of an 
a 


| moderate salary. Address Box 121, THE 


| last connection. 


| immaterial. 


Jopper’s SALESMAN. 

Warehouse Manager and Purchasing 
Agent:—Twenty years’ experience with 
electrical wholesalers including 13 with 
Desires position with 
manufacturer or wholesaler. Location 
Age 45. Address Box 122, 

THE JoppEr’s SALESMAN. 

Jobber’s Salesman or Manufacturer’s 
| Representative :—Has had five years’ ex- 
| perience in the wholesale business in 
| New York metropolitan area, also rep- 
resented a large eastern manufacturer in 
New England and West Coast terri- 
tories for five years. Can furnish excel- 
| lent references. Location immaterial. 
| Address Box 123, THe Jopper’s SALes- 
} MAN. 


* 


Lines Added by Manufac- 
turers’ Agents 
KAEMPER-GARRETT CorpP., Ltp., 
San Francisco — Perryman Radio 
Tubes in northern and central Cali- 

fornia. 

Orto J. KaBerna Co., Chicago— 
Connecticut Electric Mfg. Co. line 
in Illinois, Indiana, Kentucky, Iowa, 
Minnesota, Wisconsin and St. Louis. 

E. B. HENpDERSON Co., St. Louis— 
| “Acme” line of and 
| radio condensers. 


* * 





wire 


magnet 


Now with Sylvania:—Hygrade Syl- 
| vania Corporation, Sylvania Division, 


Emporium, Pa., has announced the ap- | 


pointment of Gere Burns as assistant 
general manager of sales. Prior to this 

connection Mr. Burns was with the 
| Grigsby-Grunow Co, 
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_ FREE TO 
TRAVELERS 


a 
Mail coupon for 
valuable credit 
coin 





To help you, cash checks in the 24 
United Hotel Cities. This coin in- 
stantly establishes your identity... 
avoids delay in checking out. No 
one else can use it. 


To help your Wife or Mother, when 
they travel alone. Women need 
United Hotel Credit Coin protec- 
tion. When necessary to charge 
hotel services, this coin is the quick 
way to establish identity. Made of 
dull silver... fits change purse or 
key ring. 
To help your Business Associates, 
save time when stopping at United 
Hotels. They can avoid check- 
cashing delays with this coin. 4165 
| executives enjoy its convenience. 
Mail Coupon Today. Secure this 
| extra service for yourself and 
others. There is no charge for is- 
suing or using this coin. 


UNITED HOTELS 
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F or every known 
fuse need, KIRKMAN 
makes a standard fuse that 
meets the demand for 
100% service at a price 
that gets the business. . . 


. . « why not concentrate on 
the KIRKMAN line? 





“We have all heard i 
that ‘pigs is pigs’ 
—well, that doesn’t 
apply to FUSES. Put 
your faith in ONE 
line of fuses you 
know is right and 
STAY WITH IT. 
KIRKMAN has 
been making a high 
grade, right-priced 
line of standard 
fuses since 1912.” 











KIRKMAN ENGINEERING CORP. 


Fuse Makers Since 1912 
1 DOMINICK STREET » » NEW YORK 


Location of Warehouse Stocks 


J. R. O'DONNELL R. L. CUNNINGHAM 
550 Howard Street 600 So. Delaware Ave. 
San Francisco, Calif. Philadelphia, Pa. 
KABERNA & CO. H. W. MacLEOD & CO. 
29 So. Desplaines Street 242 Congress Street 


Chicago, Illinois Boston, Mass. 
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REACHING A MARKET 
YOU HADN'T THOUGHT OF 

















Lean back. Shut your eyes. Picture breakfast time in your ter- 
ritory, your neighborhood, your own block. Scores, hundreds, 
thousands of old-fashioned toasters spoiling toast and tempers 
» « - producing smoke, curses and carbon instead of the break- 
fast mainstay. You can’t get all of these folks to dig up $8—$10— 
$15 for an automatic toaster all at once. But with the price under 
$5—that’s different. Sell them TOASTERMATIC. It makes any 
common 1925 toaster automatic. 








‘4 
Have 


Use the Toasters You 
in stock with TOASTERMATIC 


and offer a complete automatic 


combination at from 


85.75 to $9.75 | 

















Features of *“TOASTERMATIC” 
1. Faster than most automatics 
2. Simpler—you can adjust it with your 














eyes shut 
3. Economical—it turns OFF the current No. 420 Disp! 
4. Results are perfect Conta 
F : 4 TOASTERMATICS 
5. One demonstration sells it pf heehee 
TOASTERMATIC uses 1 Display Card 

M. H. RHODES, Inc. Dealer Revenue $19.40 
. ies Cae, 2 Dealer Cost 12.92 




















Dealer Profit $6.48 } 
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KE COMET az 
WS? 
18” to 48" High and Low 
Speed Exhaust Fans 
- 


9”, 12” and 15" Bucket 
Blade Ventilating Fans 











to the ventilating needs 
of home, office, store, 
industrial plant and in- 

rr 1 "Bade Vesting Fone 





... this seems like a lot of territory for one 
line of ventilating fans to cover but that is 
exactly what the DIEHL line does. 


It’s the one line with which your elec- 


trical contractors and dealers can fill the de- 32”, 52” 4 lott Ceiling 


mand for every kind of fan from a kitchen 
ventilator to a 48” exhaust unit for an in- 
dustrial plant. 


The possibilities for the sale of ventilat- 
ing equipment never were so encouraging 
as right now! SPECIALIZE on the DIEHL é' 

p ° ° . Wind-O-Vent Ventilator 
line—it provides exactly what you need in Metal or Glass Panel 
a diversity of sizes and types and in de- 
pendability of performance second to none. 























Get your names on our mailing list to 
receive the 1932 DIEHL Catalog now in 






































preparation. 
DIEHL MANUFACTURING COMPANY 
Electrical Division of THE SINGER MANUFACTURING CO. J 
ELIZABETHPORT, N. J. png =e g hag 


Atlanta Boston Chicago Columbus Dallas New York Philadelphia St. Louis 

















RED SEAL A: B:C” 


GOES INTO A JOB 
WITHOUT GRIEF 


~ And stays there 


"RED SEAL" ABC ARMORED BUSHED CABLE is the 
best low priced wiring system for the enormous 
amount of rewiring necessary to electrically modern- 
ize homes in your city. Contractors like and use 
“RED SEAL" ABC Cable because it means a saving 
in labor and a speedier completion of the work, thus 
assuring a profit. In the words of one contractor, 
"it goes into a job without grief, and stays there." 


Sell your customers "RED SEAL" ABC Cable—it's 
made right to technical standards — competitive in 
price—and well advertised in trade journals, by direct 
mail, and by our entire selling organization, who are 
constantly engaged in missionary and creative work. 


AMERICAN CIRCULAR LOOM COMPANY, Inc. 


(Woolworth Building) 
233 Broadway, New York, N. Y. 


XDUCT, galvan- 
eb nih ized standard rigid 
iii conduit. 
ELECTRODUCT, 
black enameled 
standard rigid con- 
duit 
LOOMFLEX, 
non-metallic flexi- 
ble conduit 
LOOMFLEX CA- 
BLE, non-metallic 
sheathed 
"RED SEAL" 
WEATHERPROOF 
) armored cable 
eennne WITT” "RED SEAL" 
ey metallic flexible 
conduit 


BOXES and FIT- 
TINGS. 
















, irene A OTA 








JOBBERS! 
THE Bu Bog QUALITY LINE MAKES 


MORE SATISFIED CUSTOMERS AND GREATER 
PROFITS FOR YOU! 








a PSG. vs 














EE 4 


Bull Dog SAFtoSWITCH-BOARD incorpor- Bull Dog Superba Lighting Panel—Special Bull Dog Safety Switch used in a leading 
ates Ball-Bearing Switches SurFlush Type industrial plant 





Bull Dog's ability to constantly design and introduce new and improved 
electric products is evidence of energetic leadership. 


In the keen competition of the day such ability and such leadership are 
essential to successful selling. 


And it naturally follows that fortified by this leadership, the jobber can- 
not fail to benefit by decreased sales resistance and more satisfied cus- 
tomers, with consequent repeat orders and greater turnover. 


BULL DOG ELECTRIC PRODUCTS COMPANY 


DETROIT, MICHIGAN 
In Canada: Bull Dog Electric Products of Canada, Limited, Toronto, Ont. 

















SUPERBA OVER 25 YEARS ' OF RESEARCH AND DEVELOPMENT 
Lighting: Panel 


























SE : 
sAtcranel = SAFETY SWITCH 


Trol-e-DUCT 























